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EDITORIALS 


THE —All industry eyes, are at this 
CONVENTION time, of course, on Atlantic City. 

Wherever or whenever two or 
more industry men get together, opinions are swapped 
concerning probable attendance. In view of the non- 
participation of the National Food Brokers Associa- 
tion, the question is a most natural one, but it no doubt 
will not be answered factually until after the conven- 
tion is over. 


There are, however, a number of road signs that 
should enable us to come up with a fairly accurate pre- 
convention “guesstimate’”. Some of the folks with 
whom we have talked, have an inclination to want to 
compare this convention with previous ones. In our 
opinion that’s a mistake, because although NCA. has 
made reservations for a respectable number of brokers 
particularly interested in canned foods, the whole 
shootin’ match of some 1850 members, plus the non- 
canner principals, will not be there. Translated, that 
means the usual confusion of numbers, the sometimes 
horrible elevator and telephone tie-ups, the inconveni- 
ence of trying to get a bite to eat, etc., will be largely 
eliminated. There is also talk that because of the mar- 
ket situation, particularly in vegetables, the number 
of representatives from some firms will be cut down. 
This would seem a reasonable deduction. Then, too, 
there are a number of firms who just won’t come to 
Atlantic City, just as there are those who won’t go to 
Chicago. 


On the other hand, folks responsible for entertain- 
ment, are well pleased with returns to date. The Young 
Guard dinner and show, for instance, is sold out. The 
Old Guard don’t sell out, they just keep selling tickets, 
and the returns to date are in line with other years. A 
number of folks who usually know, are enthusiastic, 
and say that it is going to be an excellent convention 
with the key people from all areas in attendance and 
available for consultation. 


Incidentally, the Program Committee, has done an 
excellent job (see program elsewhere in this issue). 
Note that the meetings are concentrated on Monday, 
Tuesday, and Wednesday, with little or no conflict, 
there being three morning sessions, and but four lunch- 
eon sessions. The afternoons are left open for visits to 
the Machinery and Supplies Exhibition Hall and for 
conference with brokers. It should be noted, also, that 
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the Machinery Exhibit opens at 1 o’clock on Saturday 
afternoon, and will be open all Sunday afternoon. It 
has been said many times before, and it bears repeating 
here, that a canner might spend the entire convention 
profitably taking in this great show. The machinery 
and supplymen have gone all out this year to make the 
show interesting and profitable to canner customers. 
There is much to be seen and much to be learned there. 
Make it a point to visit the Hall at least once a day. 


A word now about the special features in this issue. 
In addition to the formal program, and the summary of 
what and who may be seen in the Exhibition Hall, we 
present with pride here, special thought-provoking 
articles on sales, management, and production. These 
we submit are exceptionally apropos of the times, and 
should be read and studied carefully. We guarantee 
you will be better for the reading. 


BROKER —We note with considerably more 

than the usual amount of interest, 
COMMITTEES that the Tri-State Packers Asso- 
ciation has added three strictly canned foods brokers 
to its Merchandising Committee. The brokers will 
attend committee meetings and take an active part in 
all deliberations. This column extends sincere con- 
gratulations on this enlightened “first move”. If not 
the first, it is the first that has come to this column’s 
attention. Other local associations would do well to 
copy. 


One more welcome sign of canner-broker coopera- 
tion is contained in the news that the Wisconsin Can- 
ners Association and the Milwaukee Food Brokers 
Association, in cooperation with the Wisconsin Farm 
Bureau Federation, will sponsor a “kick-off” luncheon 
for the “Peas on Parade” merchandising promotion in 
the Schroeder Hotel at noon on January 14. All can- 
ners and food brokers are invited to attend, and canners 
and distributors are invited to supply store display 
material for canned peas, to be posted on the walls of 
the luncheon room. Here too, if this is not a first, then 
it is the first that has come to the writer’s attention. 
A similar luncheon for Chicago area food distributors 
is being planned by the Chicago Food Brokers Asso- 
ciation in cooperation with the Chicago office of the 
USDA Food Distribution Division. Signs of the times 
—most encouraging signs of the times. Our guess is 
that we will hear more of this at the Convention. 


HAPPY NEW YEAR! ! 
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DAILY CONVENTION SCHEDULE 


Schedule of Principal Events of the 1958 Convention 


FRIDAY, JANUARY 17 


3 p.m.—Meeting of C.M.&S.A. Board of Directors, Claridge 
6:30 p.m.—Past Presidents Dinner, C.M.&S.A., Claridge 


SATURDAY, JANUARY 18 


12 m.—Luncheon Meeting of N.C.A. Administrative Council, 
Belvedere Room, Traymore 


1-5 p.m.—The Canners’ Show, Convention Hall 
4:15 p.m.—Ninth Annual Meeting of The Forty-Niners, 
Board Room, Claridge 


5:15 p.m.—Presentation of Fifth Annual Service Award and 
Reception, The Forty-Niners, Board Room, Claridge 


7 p.m.—Reception and Dinner for State Secretaries 


SUNDAY, JANUARY 19 


8 a.m.—Breakfast Meeting of N.C.A. Consumer Service Com- 
mittee, Pine Room, Traymore 


9 a.m.-5 p.m.—Continuous Showings of N.C.A. Films and 
Film Strips, Lobby, Traymore 


9:30 a.m.—Meeting of N.C.A. Consumer and Trade Relations 
Committee, Mandarin Room, Traymore 


10 a.m.—Annual Meeting of C.M.&S.A., Room B, Convention 
Hall 


12 m.—Luncheon Meeting of N.C.A. Board of Directors (open 
session), Rose Room, Traymore 


1-6 p.m.—The Canners’ Show, Convention Hall 


2:30 p.m.—Meeting of N.C.A. Board of Directors (closed 
session), Belvedere Room, Traymore 


5 p.m.—Drawings for attendance awards, The Canners’ Show, 
Convention Hall 


6 p.m.—Buffet Supper for Members of National Preservers 
Association 


6 p.m.—Old Guard Party, Park Lounge, Claridge 
7 p.m.—Old Guard Buffet Supper, Trimble Hall, Claridge 


8:30 p.m.—C.M.&S.A.’s Sunday Night Show—“Musical Mem- 
ories,” Warner Theater, on the Boardwalk 


MONDAY, JANUARY 20 


8 a.m.—Breakfast Meeting of N.C.A. Fishery Products Com- 
mittee, Club Room, Traymore 


9 a.m.—Meeting of N.C.A. Nominating Committee, Mandarin 
Room, Traymore 


9 a.m.-5 p.m.—Continuous Showings of N.C.A. Films and 
Film Strips, Lobby, Traymore 


9:30 a.m.—Annual Meeting of National Preservers Associa- 
tion (first session) 


10 a.m.—N.C.A. Annual Meeting, American Room, Traymore 


10 a.m.—Meeting of Board of Directors of National Food 
Distributors Association, Jefferson 


10-6 p.m.—The Canners’ Show, Convention Hall 


12 m.—N.C.A. Research Luncheon, jointly sponsored with 
C.M.&S.A., Rose Room, Traymore 


12 m.—N.C.A. Fishery Products Luncheon, Belvedere Room, 
Traymore 
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12 m.—Luncheon Meeting of N.C.A. Claims Committee, Pine 
Room, Traymore 


12 m.—Luncheon Meeting of N.C.A. Statistics Committee, 
Mandarin Room, Traymore 


2:30 p.m.— Ladies Day Program sponsored by C.M.&S.A., 
Room B, Convention Hall 


4 p.m.—Fish and Wildlife Service Conference on Fish Can- 
ners’ Problems, Club Room, Traymore 


5 p.m. Drawings for attendance awards, The Canners’ Show, 
Convention Hall 


7 p.m.—Young Guard Banquet, American Room, Traymore 
7:30 p.m.—N.C.A. Scientific Research Committee Smoker, 
Skyline Terrace, Traymore 


TUESDAY, JANUARY 21 


8 a.m.—Breakfast Meeting of N.C.A. Procurement Commit- 
tee, Club Room, Traymore 


8 a.m.— Breakfast Meeting of N.C.A. Seed Quality TAC, 
Mandarin Room, Traymore 


8 a.m.—Breakfast Meeting of Processed Apples Institute, Inc., 
Mirror Room, Shelburne 


9 a.m.—Meeting of Board of Directors of Processed Apples 
Institute, Inc., Mirror Room, Shelburne 


9 a.m.-5 p.m.—Continuous Showings of N.C.A. Films and 
Film Strips, Lobby, Traymore 


9:30 a.m.—Annual Meeting of National Preservers Associa- 
tion (second session) 


10 a.m.—N.C.A. Marketing Session, American Room, Tray- 
more 


10-6 p.m.—The Canner’s Show, Convention Hall 


12 m.—N.C.A. Raw Products Luncheon, Rose Room, Tray- 
more 


12 m.—N.C.A. Food Editors Luncheon, Grande Ballroom, 
Shelburne 


2:30 p.m.— Meeting of N.C.A. Labeling Committee, Club 
Room, Traymore 


2:30 p.m.—Ladies Day Program sponsored by C.M.&S.A., 
Room B, Convention Hall 


5 p.m.—Drawing for attendance awards, The Canners’ Show, 
Convention Hall 


7 p.m.—N.C.A. Banquet, American Room, Traymore 


WEDNESDAY, JANUARY 22 


8 a.m.—Breakfast Meeting of N.C.A. Precision Planters TAC, 
Pine Room, Traymore 


9 a.m.-5 p.m.—Continuous Showings of N.C.A. Films and 
Film Strips, Lobby, Traymore 


10 a.m.—N.C.A. Research Session, American Room, Traymore 
10-5 p.m.—The Canners’ Show, Convention Hall 


12 m.—N.C.A. Research Luncheon, jointly sponsored with 
C.M.&S.A., Room B, Convention Hall 


12 m.—Luncheon Meeting of N.C.A. Raw Products TAC, 
Mandarin Room, Traymore 


4 p.m.—Drawings for attendance awards, The Canners’ Show, 
Convention Hall 


7 p.m.—C,M.&S.A. Dinner Dance, Carolina Room, Chalfonte 
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The Convention Programs 


Atlantic City, N. J., January 18-22, 1958 


NATIONAL CANNERS ASSOCIATION 
MONDAY, JANUARY 20 


10 A.AM.—ANNUAL MEETING 
American Room, The Traymore 


Presiding: A. EDWARD BROWN, President, National Canners 
Association 
Invocation: 


Grectings: President BROWN 


Report of the Nominating Committee: GEORGE B. MORRILL, 
JR., Chairman 


Election of Officers 


Report of Resolutions Committée: ROBERT A. FRIEND, Chair- 
man 


Address: “Foreign Relations” —BERNARD M. SHANLEY, New- 
ark, N. J. former Counsel and Secretary to President 
Eisenhower 


Address: ROSCOE DRUMMOND, nationally known journalist 
and syndicated columnist. 


12 NOON—RESEARCH LUNCHEON 
Rose Room, The Traymore 


New Objective Techniques for Measuring Quality Factors, 
jointly sponsored by N.C.A. and C.M.&S.A. 


Presiding: GERALD G. Moyer, Minneapolis-Honeywell Regu- 
lator Co., Philadelphia 


Address: The Potential of Color Measurement in Quality Con- 
trol’—Dr. AMIHUD KRAMER, Department of Horticulture, 
University of Maryland, College Park 


Address: “Vapor-Phase Chromatography”—Dr. IRVING FAGER- 
SON, Department of Food Technology, University of Massa- 
chusetts, Amherst 


Address: “Infrared Spectroscopy’”—Dr. ABRAHAM SAVITSKY, 
Research Engineer, Perkin-Elmer Corp., Norwalk, Conn. 


12 NOON—FISHERY PRODUCTS LUNCHEON 
Belvedere Room, The Traymore 


Presiding: H. R. RoBINSON, Robinson Canning Co., Inc., New 
Orleans; Chairman, Fishery Products Committee, N.C.A. 


Address: “Radioactivity and the Sea Fisheries—MILNER B. 
SCHAEFER, Director of Investigations, Inter-American Trop- 
ical Tuna Commission, LaJolla, Calif. 
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Address: “The 1958 World Conference on the Law of the Sea: 
Its Significance to the American Fishing Industry’”—WIL- 
LIAM C. HERRINGTON, Special Assistant to the Under Secre- 
tary of State for Fisheries and Wildlife, Washington, D. C. 


TUESDAY, JANUARY 21 
10 A.M—MARKETING SESSION 


American Room, The Traymore 


Presiding: A. EDWARD BROWN, President, National Canners 
Association 


Address: “Problems and, Opportunities in Marketing Canned 


Foods”—A. C. NIELSEN, JR., President, A. C. Nielsen Co., 


Chicago 


Address: “Selling More Canned Food through Food Brokers 
during the Distribution Revolution”—JAMES A. WEAVER, 
President, James A. Weaver Co., Lancaster, Pa. 


Special Award to PAUL J. Cupp, President, American Stores 
Company, in recognition of his contribution to the Phila- 
delphia Project 


Address: “The Introduction and Promotion of A New Prod- 
uct”—Commander EDWARD WHITEHEAD, President, Schwep- 
pes (U.S.A.) Ltd., New York City 


Address: “Does It Pay To Educate the Editor?”—ESTHER 
FoLtey, Home Service Director, Macfadden Publications, 
Inc., New York City 


Installation of 1958 Officers 


12 NOON—RAW PRODUCTS LUNCHEON 
Rose Room, The Traymore 


Seed Quality Symposium 


Presiding: MorToN ADAmMs, Alton Canning Co., Inc., Alton, 
N. Y., Chairman, Raw Products Technical Advisory Com- 
mittee, N.C.A. 


Address: “Seed Quality from the Seedsman’s Viewpoint—A. 
BRYAN CLARK, President, Associated Seed Growers, Inc., 
New Haven, Conn. 


Address: “Tetrazolium Evaluation of Seed Life”’—Dr. R. P. 
Moore, Research Professor, North Carolina State College, 
Raleigh 


Address: “Heritable Defects as They Influence Seed Quality” 
—J. C. HorrMan, Vegetable Breeding Station, USDA, 
Charleston, S. C. 


Address: “Summary of Canners’-Seedsmen’s Cooperative 
Project on Seed Quality”—Dr. Epwin A. Crossy, National 
Canners Association, Washington, D. C. 
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WEDNESDAY, JANUARY 22 


10 A.M.—RESEARCH SESSION 
American Room, The Traymore 


Presiding: A. EDWARD BROWN, President, National Canners 
Association 


Address: “Can You Live with Your Blood Cholesterol?”—Dr. 
ROBERT E. OLSON, Director of the Nutrition Clinic, Falk 
Clinics, Pittsburgh Medical Center 


Address: “Telling Agriculture’s Story Dynamically’—Dr. J. 
JEROME THOMPSON, Vice President, Chas. Pfizer & Co., Inc. 
Brooklyn 


Address: “Research on Foods—from the Field to the Can”— 
Dr. EMIL MRAK, Head of the Department of Food Tech- 
nology, University of California, Davis, and President, 
Institute of Food Technologists 


12 NOON—RESEARCH LUNCHEON 


Room B, Convention Hall 


Sanitation of Canning Equipment, jointly sponsored by 
N.C.A. and C.M.&S.A. 


Presiding: E. S. DoyLE, National Canners Association, Berke- 
ley, Calif. 


Address: “More Effective Product Washing with Less Water” 
—WALTER A. MERCER, National Canners Association, Berke- 
ley, Calif. 


Address: “The Effect of Post-Cooling Can Handling Equip- 
ment on Spoilage Rates”—J. N. DEMSEY, Continental Can 
Co., Inc., Chicago 


Address: “Bacteriological Studies on Post-Cooling Can Han- 
dling Equipment”—C. W. BoHRER and J. YESAIR, National 
Canners Association, Washington, D. C. 


CANNING MACHINERY & SUPPLIES 
ASSOCIATION 


SUNDAY, JANUARY 19 


10:00 A.M.—ANNUAL BUSINESS MEETING 
Room B, Convention Hall 


CANNING MACHINERY & SUPPLIES SHOW 

Convention Hall 

SATURDAY, JANUARY 18 

thru 
WEDNESDAY, JANUARY 22 
HOURS: Saturday—1 to 5 P.M. 

Sunday—1 to 6 P.M. 
Monday—10 A.M. to 6 P.M. 
Tuesday—10 A.M. to 6 P.M. 
Wednesday—10 A.M. to 5 P.M. 


CONVENTION SOCIAL EVENTS 
FORTY NINERS RECEPTION 
Saturday, January 18, 5:15 P.M., Board Room, Claridge Hotel 
OLD GUARD BANQUET 
Suaday, January 19, 6:00 P.M., Park Lounge, Claridge Hotel 
CMSA “MUSICAL MEMORIES” SHOW 
Sunday, January 19, 8:30 P.M., Warner Theatre 


YOUNG GUARD BANQUET 


Monday, January 20, 7:00 P.M., American Room, 
Traymore Hotel 


CMSA LADIES PROGRAM 
Monday, January 20, 2:30 P.M. Room B, Convention Hall 
Tuesday, January 21, 2:30 P.M., Room B, Convention Hall 


NATIONAL CANNERS ASSOCIATION 
ANNUAL BANQUET 


Tuesday, January 21, 7:00 P.M., American Room, 
Traymore Hotel 


CMSA DINNER DANCE 
Wesnesday, January 22, 7:00 P.M., Carolina Room, 
Chalfonte Hotel 


NATIONAL PRESERVERS ASSOCIATION 


All meetings Ambassador Hotel 
SUNDAY, JANUARY 19 
3:00 p.m.—N.P.A. Directors Meeting 
6:00 p.m.—Buffet Supper (Preservers only) 
MONDAY, JANUARY 20 
9:30 a.m.—President Speaks 
9:45 a.m.—Panel Discussion: “The Fruit Picture” 


Moderator—Dr. LOWELL SENTER, General Preserves Co., 
Inc. 


10:45 a.m.—Address: “What’s Ahead for Small Business” — 
Congressman THOMAS B, CurTIS (Rep., Mo.): Introduction 
by Francis J. Oelerich, Oelerich & Berry Co. 


12:00 m.—Luncheon Break 


1:30 p.m.— Panel Discussion: Standards for Low Calorie 
Fruit Spreads 
Moderator—JOSEPH A. RAPHAEL, Louis Sherry Preserves, 
Inc. 


2:30 p.m.—‘Technological Developments Affecting Preserve 
Manufacture’—C. R. Zimmerman 


:15 p.m.—“A Lawyer Looks at the Washington Scene”— 
MICHAEL F, MARKEL, N.P.A. Legal Counsel 


w 


.30 p.m.—Panel Discussion: ‘“How’s Business?” 
Modevatov—ARTHUR W. WOELFLE, Bedford Products, Inc. 
5:30 p.m.—President’s Reception 


TUESDAY, JANUARY 21 


9:30 a.m.—ROBERT W. WILcOx, Armstrong Cork Co. 


9:45 a.m.—Panel Discussion: Handling Sugar in Bulk 


Moderator—DoNALD J. OELERICH, Oelerich & Berry 
11:00 a.m.—Corporate Business Meeting 


2:30 p.m.—N.P.A. Directors Meeting 
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CONVENTION NOTES 


CONVENTION FEATURES 


The Honorable Bernard M. Shanley, 
formerly Special Counsel and Secretary 
to President Eisenhower, will speak on 
foreign relations at the Opening General 
Session of the National Convention on 
Monday morning, January 20. Mr. Shan- 
ley was a member of the six-man Ad- 
visory Committee that helped manage 
the 1952 Eisenhower Election Campaign. 
From 1953 to 1955 he was the President’s 
Special Counsel, during which time his 
duties included working with Congress, 
writing and reviewing administrative 
legislation, and assisting in its imple- 
mentation. Frem 1955 to 1957 he served 
as the President’s Appointments Secre- 
tary and was in close contact with Mr. 
Eisenhower on both national and inter- 
national affairs. 


Roscoe Drummond, nationally known 
journalist and syndicated columnist, is 
also scheduled to speak at Monday morn- 
ing’s General Session. Considered as one 
of the country’s best news interpreters, 
Mr. Drummond is noted for the independ- 
ence and objectivity of his reporting. 
Widely respected among his fellow news- 
men, he reaches a large segment of the 
American public through his four-times- 
a-week column “Washington,” which ap- 
pears in more than 100 newspapers from 
coast to coast. In addition to his news- 
paper work, he has written articles for 
many leading national magazines, and 
appears frequently on radio and _ tele- 
vision forum programs. 


Another feature of the Convention will 
be the attendance of food editors of na- 
tional magazines, Sunday supplements, 
national press syndicates, and Eastern 
metropolitan newspapers, as _ honored 
guests of the National Canners Associa- 
tion at Tuesday morning’s Marketing 
Session. These press representatives will 
come from New York, Philadelphia, 
Wilmington, Baltimore, and Washing- 
ton. Esther Foley, Macfadden Publica- 
tions, will present the food editor’s point 
of view in a discussion titled “Does It 
Pay to Educate the Food Editor?” Fol- 
lowing the Marketing Session the editors 
will attend a luncheon and then be given a 


CARLOS CAMPBELL, Exec. Sec.-Treas. 
National Canners Association 


conducted tour of the Canners Show in 
Convention Hall. 


The National Canners Association will 
conduct a special exhibit of NCA films 
and film strips, which will be shown con- 
tinuously from 9 to 5 p.m. beginning 
Sunday, January 18 through Wednesday, 
January 22, in the Lobby of the Tray- 
more Hotel. The results of Report No. 3 
from the Association’s Philadelphia 
Project “Seasonal Patterns in Retail 
Sales of Canned Foods” will be one of 
the highlights of this special exhibit. 
Other films produced by NCA as part 
of its consumer and trade relations pro- 
gram to be shown will be “The Three 
Squares,” “The Story of John Porter,” 
“Dear Eddie,” “The Real Profit Story,” 
and a film strip “Those Blasted Canned 
Foods,” which tells the story of the 
atomic bomb tests and their effects on 
canned foods. 


APPLE PROCESSORS MEETING 


A breakfast meeting for all apple 
processors attending the National Con- 
vention has been scheduled by the 
Processed Apples Institute for Tuesday 
morning, January 21, at the Shelburne 
Hotel in Atlantic City, to which all apple 
processers are invited. 


Immediately following the breakfast 
the PAI Board of Directors will meet. 
Those who plan to attend the breakfast 
meetirg should make reservations at the 
Processed Apples Institute headquarters 
in the Hotel Dennis, by Monday morn- 
ing, January 20. 


FORTY-NINERS ACTIVE 


The Forty-Niners, service organiza- 
uon to the Canning Machinery & Sup- 
plies Association, is set for an active 
week during the course of the Conven- 
tion. Committees of Forty-Niners will 
handle the details of the various social 
functions, including the Old and Young 
Guard Banquets, the National Canners 
Association Banquet, the Canning Mac- 
hinery & Supplies Association Dinner- 
Dance, and the Sunday Evening Musical. 
Activities will begin with their own meet- 
ings on Saturday afternoon, January 18, 
at 3:30, to be followed by the presenta- 
tion of the Fifth Annual Forty-Niner 
Service Award, and the Annual Recep- 
tion. These will be held in the Board 
Room and Park Lounge of the Claridge 
Hotel. Actual schedule for the Forty 
Niner Meetings is as follows: 
3:30-4:30 P.M.—Forty Niners Board of 

Directors Meeting, Board Room. 
4:30-5:15 P.M. — Annual Membership 

Meeting, Board Room. 


5:15-6:00 P.M. — Service Award Presen- 
tation, Board Room. 

6:00-7:30 P.M.—Reception, Park Lounge. 
President Dave Nay of the Forty 

Niners, urgently requests that all Forty 

Niner Committee chairmen and vice- 

chairmen attend the Board of Directors 

Meeting at 3:30. 


TUPCO BREAKFAST 


The Twelfth Annual TUPCO Breakfast 
will be held in the Park Lounge of the 
Claridge Hotel, Atlantic City, on Mon- 
day, January 20, Ralph Cover, President 
of the United Products Company has 
announced. Mr. Cover advises that the 
breakfast will start promptly at 8:00 
A.M. The program, he states, will include 
announcement of some of the year’s most 
important technological developments in 
canned corn, a formal discussion of mat- 
ters of mutual interest, and a question 


’ and answer period. Charlie Havens will 


handle the introductions. 


1958 OFFICIALS OHIO CANNERS’ ASSOCIATION—Sitting 
1. to r.: Secretary-Treasurer Wilbur A. Gould; Director and Re- 
tiring President S. F. Hammond, Stokely-Van Camp, Inc., Celina; 
President Paul G. Korn, St. Marys Foods, Inc., Delphos; Ist 
Vice President Charles Stemley, Stemley Canning Co., New 
Weston; 2nd Vice President T. Vandervort, Sr., Jamestown Can- 


ning Co. Wilmington. 


Standing |. to r., Directors: Chester D. Swaim, C. W. Swaim 
Canning Co., Wilmington; R. A. Rice, Gypsum Canning Co., Port 
Clinton; Raymond Pflum, Laura Canning Co., Laura; Edward 
R. Clark, Winorr Cnaning Co., Wauseon and James Doane, 


Doane Canning Co., Jackson Center. 
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CM&SA EXHIBITORS at the CONVENTION 


Numbers progress to Stage—Even numbers right, odd numbers left. 


F—Fruit Avenue (straight ahead) R—Relish Avenue (second aisle right) J—Juice 


S—Soup Avenue (first aisle right) V—Vegetable Avenue (first aisle left) 


Avenue (second aisle left) 


Company Exhibit Booth No. Company Exhibit Booth No. 
A-B-C Packaging Machine Corp.......Packaging Machinery ............. 17 F International Salt Co., 208 
.Box Stitchers, Strapping.......... 25 F 
Addressograph-Multigraph Corp. ..... Addressing & Dupl. Equip. ...... 27 F 
Algene Marking Equipment Co......... Marking Equipment Kieckhefer Container BOXES: 13R 
Aluminum Co. of America........... Aluminum Closures 
Aluminum Cooking Utensil Co.........Kettles, Containers, Cutlery.... 14 V 
Amerio Contact Plate Freezers, Inc...Contact Plate Freezing Equip. 17 S Lee Metal Products Co,, Ine. 

Ams Machine Co., Max.......... .Can Making Machinery.. 11V 

Anchor Hocking Glass Corp.............+ Caps, Closures, Glass..... ya 

Angelus Sanitary Can Machine Co...Can Making Machinery............ 12V 

ALP. V. COMPANY, TNC. Processing Equipment ............. 

Ashworth Bros., Metal Conveyor Belting. 6 Mead-Atlanta Paper Co... Can Cartoner, Ship. Containers 19 J 

Associated Seed Growers, Inc. an Metro Glass Co., Ince.... 19R 

Audubon Wire Cloth Corp... Metal Conveyor Belting............ 26 Michael-Leonard Co, 5V 
Fillers, Evaporators. 33 V 

Baldwin-Lima-Hamilton Corp. ........Can Making Machinery. . 30 Morrison Bros. Seed Co. SOOM 

Closures, GIBBS MOrton Salt: Salt, Dispensers 8V 

Barker Co., The... Can Handling Equipment......... 16R 

Berlin Chapman Co... Canning Machinery .... - 15R Cans 98 

Bliss Co., E. W. ..... .Can Making Machinery.. 188 National Container Corp.... Boxes . R 

Brockway Glass Co. ..... New Jersey Machine Corp.. 198 

CO... Labelers, Boxers ............. 10S&7R 

Calif. Vegetable Concentrates, Inc...Dehydrated Vegetables ............ 24 F Oakite Pro@ucte, Cleaning Compounds 

Callahan Can Machine Co... .Can Making Machinery. .21KF Olney, Inc., George J...... .Canning Machinery . ce 10 

Canner Publishing Co., The.. Trade Paper Owens-I]inOis Glass ClOBULeS, GlABS. 10R 

Cherry-Burrell Corp. ..... ..Processing Machinery Glass Lined Equipment..15 S & 16 F 

Chisholm-Ryder Co., Inc.. Canning Machinery Productive Equipment Vibrating Screens 

C. 1. T. Financing ServiCe 10V_—s Pure Line Seeds, 

Handling Equipment $2 F 

Container Corp. of America .. Boxes . 29V 

Corn Product® Bales Co. Corn Sugars & Syrups.............. 6V Radio Corp. of Can & Bottle Uneasers.............. 35 V 

Creamery Package Mfg. Co.. Processing Equipment . FF Robins & Co., Ine., A. K... Canning Machinery . 9J 

Crown Cork & Seal Co., Can Div.......Cams Rossotti Lithograph Corp 

Conk: BOAT 11R&14S Russell Div., Crompton & Knowles..Processing Machinery ..... . 1@R 
Rust Preventive Coatings........ 24V 

Dewey & Almy Chemical Co. Adhesives wv. 109 

Diagraph Bradley, Inc....... Shipping Room Equipment...... 31V COMBAT, 2V 

Diamond Crystal Salt Co. . Scientific Dispensing Co., 

Dodge & Olcott, Inc. Scientific Oil Compounding Co.......... Wo00d Treatment 

Dudley Machinery ..Canning Machinery .  18R Scott Viner Co., Canning Machinery 

duPont de Nemours & Co., E. L......... 168 Sellers Injector Corp... Cleaning Equipment .. 
Shuttleworth Machinery Corp........... Can 24 J 
Simplicity Engineering Co.................. BOT 21V 

Economic Machinery 27S Sinclair Scott Co., The..... Canning Machinery 

Electric Sorting Machine Co............. Photoelect. Sorting Equip......... 39 V Solbern Mfg. Co.. 

Box Sealers & Printers.............. 58 Standard-Knapp .. ...Labelers, Boxers 8623 

Fiske Brose. Refining 118 Taytor Tnptrument Recording Instruments ............ 46 

Fitzpatrick Co., Inc., W. J... ..Comminutors La@dish Co., Tri-Clover Div............... 218 

Food Machinery & Chemical Corp....Canning Machinery ... « Tygart Valley Glass 13S 

Gallatin Valley Seed 20 F  Umited Co., Corn Canning Machinery.......... 

General Box -Wooden Boxes . 26F U. S. Bottlers Machinery Co.............. 10 J 

Girdler Company . -Tin Mill Products 12R 

Griffith Laboratories, SCASONINES 23S  Urschel Laboratories Dicers, Slicers ..... 38d 

Hamachek Machine Co., Frank........ Warner, Inc., Lansing 

Heekin Can .. 9F Waukesha Foundry Co......... 

Horix Manufacturing Co... 5 F Westinghouse Electric Corp. 

Huntley Manufacturing Co. Canning Machinery........13 F & 16 V 

Hercules Powder Co......... 15 V Woodruff & Sons, Inc., F. H............... Seed 
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A Preview of the Exhibits 


A-B-C PACKAGING MACH. CORP.....17-F 


EXHIBITING — An A-B-C Model RA 
Automatic Top and Bottom Case Sealer. 
This Sealer is equipped with two top glue 
pots and two bottom glue pots and is 
recommended when a customer wishes to 
frequently change cases that vary con- 
siderably in width. 


IN ATTENDANCE — Omar A. Rupp, 
Ray Weatherford, Dave Shields, and 
Herb Kenter. 


EXHIBITING — Steel Strapping Tools 
and Equipment and Box Stitching ma- 
chines and equipment. Features will be 
the new Acme Steel bright can: unit load 
for cannery products shipped for re- 
manufacture or further processing, also 
the new Acme Steel Case Goods Unit 
Pak. Actual examples of these revolu- 
tionary packs will be on display at the 
booth. 


IN ATTENDANCE—N. L. Anderson, N. 
J. Lynch, V. J. Fiore, E. H. Jones, E. W. 
Hardy, F. J. McDermott, J. R. Roberts, 
and R. M. Snodell. 


ADDRESSOGRAPH MULTIGRAPH ....... 27-F 


EXHIBITING — Multigraph Model 250, 
Relief Process Duplicator; Multigraph 
Model 130 Paper Cutter, for converting 


EXHIBIT HOURS 


Attendance Awards—each day, one- 
half hour before closing. 


Sat., Jan. 18........ 1:00 p.m.-5 :00 p.m. 
Sun., Jan. 19......1:00 p.m.-6:00 p.m. 
Mon., Jan. 20....10:00 a.m.-6:00 p.m. 
Tues., Jan. 21....10:00 a.m.-6:00 p.m. 
Wed., Jan. 22....10:00 a.m.-5:00 p.m. 


and trimming existing labels to other 
sizes; Multigraph Model 1250 Multilith 
Offset Duplicator, for simplified order in- 
voicing; Addressograph Model 900 for 
direct mail and customer promotions; 
Addressograph Model 30 for list prepara- 
tion. 


S BOOTHS § |RESTAURANT 
= 8 VEGETABLE AVENUE 
=o S > 
== FRUIT AVENUE 
SOUP AVENUE 
9° RELISH AVENUE 
BOOTHS 
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ALGENE MARKING EQUIP. CO. 
EXHIBITING — The Speedy Algene 
Roller Printers; the Algene 4-Way 


Printer, which will automatically imprint 
boxes in the production line; and the Al- 
gene Flat Box Printer which will com- 
pletely print any size shipping carton, 
in the flat, in one pass of the machine. 
The carton can be printed on two sides, 
two ends, and any flap. 


IN ATTENDANCE — Milton Mann and 
Mac Amin. 


ALUMINUM CO. OF AMERICA............ 3-F 
EXHIBITING—A new % turn ketchup 
Cap. Named “Flavor-Lok” the new cap 
offers an easy on and off feature and 
guarantees a positive sealing protection. 
Also on display will be a selection of 
brands of ketchup with the Aleoa HyTop 
Closure for the 1957 pack. The type 
“RB” Closure Sealing Machine used to 
apply the new Flavor-Lok Cap will be 
exhibited. This machine caps bottles at 
a speed up to 450 per minute. 


IN ATTENDANCE — R. D. Dispennett, 
H. J. Endean, M. B. Crall, D. J. Thomp- 
son, A. G. Osborne, R. C. Weiler, J. R. 
Roney, W. B. Groves, R. E. Wenzel, and 
R. E. Jones. 


ALUMINUM COOKING UTEN. CO. ....14-V 


EXHIBITING—A complete line of uten- 
sils and containers for all canning and 
preserving purposes. 


AMERICAN CAN CO. 14-R 


Reception Booth, lounge and message 
center where canners are invited to make 
use of phones and other available facili- 
ties for sending and receiving messages. 


IN ATTENDANCE—Members of Can- 
co’s Sales, Research, and Manufacturing 
staffs. 


AMERIO CONTACT PLATE FREEZERS..17-S 


EXHIBITING—And explaining Contact 
Plate Freezers. 


MAX AMS MACHINE CO. .................. 11-V 
EXHIBITING — Can Making Machinery. 


ANCHOR HOCKING GLASG................ 11-J 


EXHIBITING — Narrow neck and wide 
mouth Glass Containers, in representa- 
tive capacities and finishes, sealed with 
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A PREVIEW OF EXHIBITS—Continued 


Anchor Vacuum, Screw and Lug style 
‘Closures. An added exhibit will be a dis- 
play of glass packages with cut-away 
sections which demonstrate how the vari- 
ous types of Anchor Caps effect their 
seal. Privately decorated closures, depict- 
ing the merchandising possibilities of 
decorated caps, will also be shown. 


ANGELUS SAN. CAN MACH. CO. ...... 12-V 


EXHIBITING — Closing Machines and 
Can Making Machinery. 


EXHIBITING — Heat Exchangers and 
Pasteurizers. 


ARMSTRONG CORK CO. 7-V 


EXHIBITING—Based on the theme “The 
Armstrong Reprsentative as an ‘Extra 
Man’ on the Canner’s Sales Team”, the 
exhibit will show how the Armstrong 
man supplies packages that perform well 
on the canning line, in the store, and in 
the home; how he helps design and engi- 
neer packages that will move off the 
grocer’s shelves readily; and how he pro- 
vides material that, in turn, helps the 
canner’s salesmen sell his products. Ad- 
ditionally, the line of packaging ware 
produced for canner use by the company 
will be displayed. 


IN ATTENDANCE — Roger H. Hetzel, 
A. M. Browne, Robert M. Ulmer, Robert 
C. Langsett, A. M. Cavin, George Ess- 


linger, Carl C. Dilatush, and Bryan 
Black, Jr. 

ASHWORTH BROS., 6-J 
EXHIBITING — Four Conveyor Units 


showing various belt designs and _ illus- 
trating various types of transfer mecha- 
nisms. One unit will be built around their 
patened Omnifiex Turntable Design Con- 
veyor. 


IN ATTENDANCE —R. C. Ashworth, 
III, R. M. Balentine, W. D. Curtis, D. J. 
Daylor, W. J. Flynn, Jr., G. C. Jensen, 
J. B. May, and F. W. Hale. 


ASSOCIATED SEED GROWERS .............. 8-J 


This year the Asgrow Booth will again 
serve as a convenient meeting place for 
customers and friends. A full comple- 
ment of Asgrow personnel, including rep- 
resentatives from the F. H. Woodruff 
Division, will be in attendance to discuss 
seed plans and requirements. 


IN ATTENDANCE—A. B. Clark, D. N. 
Clark, A. Gallino, W. F. Hargrave, R. D. 
Maclver, R. W. Richardson, G. W. Scott, 
R. J. Silva, F. C. Tapperson, and F. L. 
Winter. From the Woodruff Division: 
G. R. Beecher, R. Krier, J. R. Mace, and 
A. D. Taylor. 


AUDUBON WIRE CLOTH CORP. ........ 26-J 


EXHIBITING — Metal Wove Conveyor 
Belts both of traction and chain drive 
construction. 


BALDWIN-LIMA-HAMILTON CORP...30-J 


EXHIBITING — The Hamilton No. 502 
High Speed Automatic Can Bodymaker 
and Soldering Machine. 


IN ATTENDANCE — Walter A. Rent- 
schler, George A. Lynn, R. S. Henninger, 
R. T. Adams, R. F. LaCrosse, R. A. Las- 
ley, and A. Stemmer. 


17-J 
EXHIBITING — Glass Containers and 
Closures. 
EXHIBITING Can Handling Equip- 
ment. 

BENNER-NAWMAN, INC. ................ 26-V 


BERLIN CHAPMAN CO. .............:000 15-R 


EXHIBITING — The new _ improved 
Shaker Grader. It is similar in appear- 
ance to its predecessor except that it is 
12 feet long and does a much better job 
at greater capacity. 


IN ATTENDANCE—J. C. Miller, Presi- 
dent, John B. Gillett, W. T. Howeth, 
Dwight Landreth, and Edward J. Jez- 
winski. 


EXHIBITING — An. ultra - high - speed 
automatic Can Bodymaker, the 403, 
which produces 400 to 450 standard sani- 
tary cans per minute. This is the latest 
addition to the Bliss line. Among its 
many design features is its compactness, 
as it has a small work table with no idle 
station. Other features are compressed 
air notching chip removal; a single-sta- 
tion, double-action edger; overhead blank 
lock for positive blank control at the 
forming station; a stationary forming 
horn for perfect alignment of the can 
blank, and a brake motor main drive 
which does away with the need for a 
clutch. Recently Bliss announced that 
they would now build, equip and start up 
complete canning plants, from foundation 
right up to training of personnel. 


IN ATTENDANCE — Robert Potter, 
President; Albert Burgoyne, Vice-Presi- 
dent; and James Harrington, Secretary. 
Members of the sales and engineering 
staffs present will include: F. Porteous, 
E. V. Ferry, L. Hills, L. Crary, D. Lund- 
strom, B. Snyder, R. McCaffrey, C. Pus- 
nikas, E. Johnson, and M. Bortak. 


BROGKWAY GLASS: CO... 14-J 
EXHIBITING—Glass Containers. 


BROOKS CHEMICALS, INC. ................ 22-F 


EXHIBITING — Liquid odor control 
chemicals sold under the brand name of 
Poly-Cide. Several new formulations de- 


A-B-C Top and Bottom Case Sealer 


“Algene” Flat Box Printer 
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STRINGLESS AT ALL STAGES 


Blue Lake Stringless FM-1P Bean—specially developed by Ferry- 
Morse breeders to suit critical canning and freezing needs. A robust 
pole variety that produces heavy yields of straight, stringless pods 
54" to 5%” long, with thick, uniformly green flesh. Highly resistant 
to Common Bean Mosaic. Earlier maturing than Stringless FM-1. 


for you FERRY 


SEED CO. 


KEEPS RICH COLOR IN PROCESSING Detroit, Mich. ¢ Mountain View and Los Angeles, Calif. 
Memphis, Tenn. Harlingen, Texas Tampa, Fla. 

Detroit Dark Red Beet—the leading variety for canning; originated by 

Ferry-Morse breeders. Roots are uniformly smooth and round—tap 

roots are refined. Texture is firm and fine grained. Superior for all 

packs . . . sliced, diced, or whole. Ask us which of our two strains is 

best for your growing conditions. 
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HEAVY EARLY YIELD 


3 F-M Cross Corn—an outstanding canning and freezing variety. Wilt 
Whe Resistant plants produce heavy, concentrated early yield. Ears are 

8, 8” to 8%” long, with 14 to 16 rows of deep, narrow, tender kernels— 
rich light gold in color. High recovery percentage and high sugar. 
Seeds packed in 50-pound rodent-repellent bags. 


CONCENTRATED EARLY YIELD 


Earlypak No. 7 Tomato—new early favorite from Ferry-Morse for 
main-crop pack. Plants are medium to large, heavily productive, 
concentrated at maturity. Firm, rich scarlet fruits average 234” to 
3” in diameter, 24%” to 234” in depth. Other popular F-M grower- 
processor strains include: Rutgers, Improved Pearson, Grandpak. 


Detroit, Mich. ¢ Mountain View and Los Angeles, Calif. 
Memphis, Tenn. e Harlingen, Texas ¢ Tampa, Fla. 


ee SEED CO. 
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A PREVIEW OF EXHIBITS—Continued. 


veloped and trial proven during the past 
canning season also will be demonstrated. 


IN ATTENDANCE—F. J. Mack, V. P. 
Sales; C. D. Lancaster, V. P. Technical 
Dept.; W. J. Divito; W. P. Koenig; and 
J. A. Britell. 


BURT MACHINE CO. .............. 10-S & 7-R 


EXHIBITING —A continuously operat- 
ing Labeler, which permits label replen- 
ishment without stopping the labeling 
operation. Also the Burt High Speed 
Case Packer, which fills a complete case 
at every single stroke of the plunger, 
and especially without the necessity of 
the operator doing anything but placing 
the empty case in position to be filled. 
Other units being exhibited will be the 
regular type of Burt Labeler incorporat- 
ing various refinements and the foot trip 
type of Packer for moderate outputs. 


IN ATTENDANCE — John L. White- 
hurst, President, Tom McLay, Walter 
Kruse, Howard R. Stewart, Nick Reiland, 
Al Hornney, Warren Schilling, J. Leon 
Whitehurst, Alec Donald, Dewey Duhart, 
Victor Henthorn, Clifford Neer, Jack 
Kerns, and others. 


CALIFORNIA VEG. CONCENTRATES..24-F 


EXHIBITING—CVC Vegetables present- 
ly used by many canners. 


CALLAHAN CAN MACH. CO. ............ 21-F 
EXHIBITING—Can Making Machinery. 


THE CANNER & FREEZER................... 1-F 


IN ATTENDANCE—Personnel to pro- 
vide details of circulation, advertising, 
and editorial coverage of the publication. 


THE CANNING 2-F 


EXHIBITING—Components of its com- 
plete information service, including “The 
Canning Trade” each week, “The Alma- 
nac of the Canning, Glasspacking & 
Freezing Industry” annually, and “A 
Complete Course in Canning”, the indus- 
try’s text book. 


IN ATTENDANCE— Edward E. Judge, 
Editor; Arthur I. Judge, Il; and Arthur 
J. Judge. 


EXHIBITING—Cesco Sanitary Magnetic 
Plate, designed and built expressly for 
the canning industry where absolute 
sanitation is paramount, 


CHERRY-BURRELL CORP, 12-J 


EXHIBITING—A full line of equipment 
for processing and in-plant food trans- 
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fer, including Heat Exchangers; Sani- 
tary and Industrial Pumps; Homogeniz- 
ers; Sanitary Pipe, Valves and Fittings; 
Round Processors; Mixing and Holding 
Tanks; Magnetic Pipeline Filter Trap; 
Bottle Filler. Features of the exhibit will 
be a new “Vogt” Sanitary Heat Ex- 
changer, designed to handle any heat ex- 
change problem from minus 100° F. to 
300° F., and the new ARO-VAC Pump 
that will pump a boiling material from 
a container with no possibility of vapor 
lock or damage to pump motor. 


IN ATTENDANCE — David M. Mojon- 
nier, General Sales Manager; Dennis T. 
Fitzmaurice, Technical Director; Floyd 
C. Miller, Sales Manager-Food Process- 
ing; and others. 


CHISHOLM-RYDER CO. 7-J 


A host of representatives will be on hand 
to display and discuss the operations and 
advantages of the many lines of CRCO 
equipment. 


The Booth will be staffed with executives 
from many parts of the country who will 
be on hand to discuss purchasing of can- 
ning equipment on installment terms. 
These men will be prepared to explain 
the new concept of financing which per- 
mits longer terms geared to depreciation 
schedules. 


IN ATENDANCE—E. T. Neville, E. H. 
Weren, J. M. Camp, J. A. Schulkins, C. C. 
Goss, G. E. Allis, H. A. Post, D. C. Brown, 
and R. S. Murphy. 


CLARK EQUIPMENT CO. ............cc000008 32-F 


EXHIBITING—The new electric Clark- 
lift Fork Truck with stepless smooth 


CRCO Hydro Pumping Unit 


Burt High Speed Case Packer 


acceleration, and the gas Clarklift Fork 
Truck as well as new attachments used 
in the canning industry. 


IN ATTENDANCE — Material handling 
specialists to answer any questions and 
make suggestions on the correct material 
handling methods. 


CONTAINER CORP. OF AMER. .......... 29-V 


EXHIBITING—And promoting the Can 
Band for multiple packaging of canned 
fruits, vegetables, ete. On display and in 
operation will be the Can Band Loader 
CB1 machine. This machine loads the 
cans into the Can Band carry out ‘pack. 
There will also be films showing the ma- 
chines in operation at two or three cus- 
tomer plants. 


IN ATTENDANCE—G. A. Sedlock, F. F. 
Wieder, R. H. Brown, W. L. Dempsey, 
Jr., R. P. Barse, W. A. MacDougall, F. C. 
Meyer, S. F. Leigh, W. J. Poole, T. C. 
Baker, and K. D. Myers. 


CONTINENTAL CAN CO. ........ eseseness 15-J 


The theme of this booth will be “Service 
to the Canning Industry”, giving a look 
at Continental’s canned foods merchan- 
dising program and how the company 
works with packers toward achieving the 
best products in the best metal contain- 
ers. The display will show the company’s 
nationwide plant facilities that provide 
dependable preduction of quality cans; 
how its Metal Research operation strives 
to develop new and useful products and 
containers; how its Custmer Service pro- 
gram stretches from the growing area 
to the canning plant, and how the com- 
pany provides merchandising support at 
the retail level through its widely dis- 
tributed “Canned Foods Merchandiser 
Digest” and trade advertising. 


IN ATTENDANCE — Representatives 
who will include R. L. Perin, Executive 
Vice-President; H. M. Blinn. Vice-Presi- 
dent, Pacific Division; W. M. Cameron, 
Vice-President, Central Division; O. R. 
McJunkins, Vice-President, Eastern Divi- 
sion; R. S. Hatfield, General Sales Man- 
ager; and others, 
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A PREVIEW OF EXHIBITS—Continued 


CORN PRODUCTS SALES CO. .............. 6-V 


IN ATTENDANCE — Executives, sales 
and technical personnel to explain the ad- 
vantages of corn sugars and syrups. 


Personnel will be on hand to greet friends 
and explain new varieties. 


CREAMERY PACKAGE MFG. CO. ........ 18-F 


EXHIBITING—The Type “K” Ammonia 
Cutaway Compressor; a Dry Ingredient 
Hopper and Table; a Stainless Steel 
Homogenizer; a Two Cylinder Swept 
Surface Heat Exchanger; a Crescent 
Heat Cooler; a Water and Brine Cen- 
trifugal Pump; an Industrial Stainless 
Steel Centrifugal Pump; a Sanitary 
Stainless Steel Centrifugal Pump; and a 
Stainless Rotary Pump. 


IN ATTENDANCE — H. L. Mitten, Al 
Clark, Burt Logue, Fred Hohenhorst, 
Dale Gillespie, and others. 


CRITES-MOSCOW GROWERS .............. 7-F 


Friends and customers can discuss “re- 
searched pea seed” at the company’s 
booth with Donald Wilkinson and other 
specialists. 


CROWN CORK & SEAL CO. ....11-R & 14-S 


Reception booth and display of Crown 
cans and closures. 


IN ATTENDANCE—Large delegation of 
Can Division and Seal Division execu- 
tives from sales, research and production, 
to welcome and consult with customers. 


30-V 


EXHIBITING — “Cellu-San” weli 
established wood preservative so widely 
used in the food industry for treating 
baskets, lug boxes, ete. 


DEWEY & ALMY CHEM. CO. ............ 19-V 


EXHIBITING—The “Flowed in” process 
for applying container sealing com- 
pounds. Display panels will show a com- 
pound, the nozzle of the compound-apply- 
ing machine, and several typical closures. 


IN ATTENDANCE—Personnel to meet 
and greet packers and explain the vari- 
ous uses of their products. 


DIAGRAPH-BRADLEY IND. .............. 31-V 


EXHIBITING — Young Carton Printer 
for canners printing their own shipping 
cartons or imprinting factory-printed 
shipping cartons; Rol-It-On Stencil Proc- 
ess for stenciling brand names, code 
words, etc. on case sides; and Strikfast 


22 


Label Gummers for production labeling 
of cans or cartons. 


DIAMOND CRYSTAL SALT CO. ........ 30-F 


EXHIBITING—Their line of high purity 
salt products for the food canning trade. 
Also on display a working model of the 
Diamond Precision Dispenser for the 
automatic, mechanical dispensation of 
loose salt into cans. 


EXHIBIT HOURS 
Sat., 16... 1:00 p.m.-5 :00 p.m. 
Sun., Jan. 19......1:00 p.m.-6:00 p.m. 
Mon., Jan. 20....10:00 a.m.-6:00 p.m. 
Tues., Jan. 21....10:00 a.m.-6:00 p.m. 
Wed., Jan. 22....10:00 a.m.-5:00 p.m. 


Attendance Awards—each day, one- 
half hour before closing. 


THE DIVERSEY GORP.. 32-V 


EXHIBITING—The new In-Plant Train- 
ing Sanitation Program for canning 
plants, complete Sanitation Program, 
In-Plant Training Aids, Educational 
Folders, Full-color Posters, and Monthly 
Service Reports. 


IN ATTENDANCE—B. A. Petersen, J. 
M. Sharp, H. J. Lisbeth, J. T. Hardy, 
Harold Gray, T. G. Nicholas, and E. C. 
Robinson, 


EXHIBITING—Flavors and Seasonings 
for the canning industry, including 


water-soluble, oil-soluble and dry soluble 


Creamery Package Company’s Crescent 
Plate Heat Exchanger 


THE CANNING TRADE 


types; essential oils, oleoresins and a 
diverse group of flavor and seasoning 
lines developed for all phases of the 
canning industry. Flavors and Season- 
ings are individually tailored in the D&O 
Laboratories for each product. 


IN ATTENDANCE—Paul Sperry, Sales 
Manager; J. P. Bauer, V. P. in charge of 
Sales; H. B. Rogers, V. P.; William 
Ammon, Plant Manager of Dry Solubles 
Division; Jack Bouton, head of Flavor 
Laboratories. 


DUDLEY CORP... 18-R 


Company representatives will be on hand 
to discuss their equipment for the can- 
ning industry. 


E. |. DUPONT DE NEMOURS & CO. ....16-S 


Attendants on hand to give full informa- 
tion on cellophane and other products. 


ECONOMIC MCHY. CO. 27-S 


EXHIBITING—Labeling and Packaging 
machinery. 


ELECTRIC SORTING MACH. CO. ........ 39-V 


EXHIBITING—Photoelectric Color Sort- 
ing Machine and other sorting equipment. 


J. L. FERGUSON CO. 5-S 


EXHIBITING—Packaging Machines for 
the canning industry. 


FERRY MORSE SEED CO. ............c0ceeee00 13-V 


EXHIBITING — Leading canning and 
freezing vegetable seed varieties. Fea- 
tures will include “Blue Lake Stringless 
FM-1P Bean”, especially developed to 
suit critical canning and freezing needs; 
the “Detroit Dark Red Beet”, the leading 
variety for canning which keeps a rich 
color in processing; “FM Cross Corn”, 
which produces wilt resistant, heavy 
yielding plants, with high recovery per- 
centage and high sugar content; and the 
“Earlypak #7 Tomato”, which is a con- 
centrated early yielder. 


IN ATTENDANCE—Gayle Johnson, Ned 
Banton, and others will be pleased to dis- 
cuss these and other varieties with any- 
one kind enough to visit them. 


FISCHER & PORTER CO. ..........::ccc00e8 28-S 
EXHIBITING — Plastometer, Magnetic 


Flow Meter and Plastic Case Instruments. 
FISKE BROS. REFINING CO. ................ 11-S 
EXHIBITING — Applications of Lubri- 


cants for use on machine parts operating 
under water. 


W. J. FITZPATRICK CO. 2-S 


EXHIBITING — Comminuting Equip- 
ment. 
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Pressure Cooker and Cooler 
There is only one way to determine ] Utilizing the accepted ‘“‘in-can’’ method of complete 
° Positively whether — and to what degree — this list of sterilization. 
b recognized advantages would apply to your plans for 2 Over-all processing times are greatly reduced, be- 
the future. Your FMC representative, supported by cause of the faster heat penetration achieved by can 
® factory and field food process application engineering agitation and higher temperatures. 
experts, is prepared to meet with you and your staff to 3 Every can is cooked individually, continuously, evenly 
° discuss and evaluate this equipment in the light of your and with absolute uniformity. 
particular set of problems and objectives. There is no 4 Provides for the highest retention of natural’ color, 
” obligation for this service. If FMC “Sterilmatic” equip- flavor, texture and nutrients. 
» ment is right for you, it can be thoroughly and efficiently 5 Centralized fingertip controls of FMC’s “‘One-Man 
demonstrated. There may be unusual profit possibilities Cook Room” help produce a pre-determined product 
through this investment. Why not investigate, today? 
‘ast and gentle movement of cans, plus fewer han- 
° 6 dlings, speeds up output, reduces can denting and 
damage. 
~ 7 Savings in steam alone frequently amount to 50% or 
more. Water requirements for cooling are minimized 
‘ due to efficient heat transfer through can agitation. 
& Less factory space required in relation to hourly 
4 output. 
® 9 Universally proven and accepted wherever canners 
insist on a pack of consistently high and uniform 
quality. 
*Trade Mark— Reg. U.S. Pat. Off. 
P Putting Ideas to Work 
° Northwest Packing Co., Portland, Oregon, maintains 
ro exact quality control desired on Blue Lake green ie FOOD MACHINERY AND CHEMICAL 
eans with the FMC ‘'Sterilmatic’’ Continuous Pressure : 
¢ Cooker and Cooler. Employing the principle of induced If CORPORATION 
convection heating, rate of heat penetrati is in- 9008 macrnestiny ici 
creased, cooking is absolutely ng Division 
enera ales ces: 
4 WESTERN: SAN JOSE, CALIF. + EASTERN: HOOPESTON, ILL- 
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A PREVIEW OF EXHIBITS—Continued 


FOGD MACHINERY & CHEM. CORP.....1-S 


EXHIBITING—Approximately 20 equip- 
ment items, many of which will be in 
operation. In keeping with the show’s 
theme, “The Next 50 years”, FMC will 
introduce 7 new equipment items, de- 
signed to satisfy the industry’s ever in- 
creasing requirements for greater pro- 
duction and lower operating and main- 
tenance costs. Sharing the spotlight in 
this array of new equipment is the re- 
volutionary FMC Non-Shock End Open 
Caser, designed to load single tiers of 
cans into the economical open end ship- 
ping cases in high speed operations. An 
FMC Model 16S Carton Filler for the 
high speed filling of frozen foods into 
eartons in a straight line flow, will simi- 
larly be displayed publicly for the first 
time. Being introduced also will be the 
FMC 12-pocket M&S Filler for filling 
products of high viscosity into institu- 
tional size cans at high speeds, and the 
No. 12 Pre-Vacuumizing Syruper, de- 
signed for the syruping or brining of 
food products packed in institutional can 
sizes. An FMC Horizontal Bar-Type 
Green Bean Grader that occupies the 
same amount of floor space as a conven- 
tional grader while increasing production 
capacity by more than 100 percent, will 
be shown as a component of a “typical” 
green and wax bean line that will be de- 
monstrated in operation. Additional new 
items in this “typical” line includes the 
new high capacity FMC Shaker-Type 
Nubbin Separator, and the FMC Press 
Pack Filler specially designed for the 
accurate filling of whole or cut beans into 
#10 cans in a semi-automatic operation. 
The bean line will be complemented with 
the well known FMC Green bean Snipper, 
the cylindrical FMC Cut String Bean 
Length Sizer and an Urschel No. 30 Bean 
Cutter. 


In addition to the new equipment items 
and the operating bean line, FMC will 
again exhibit the FMC Vertical Screw 
Press, the modified Model 3A Corn Cut- 


ter, a Sure-Way Package Caser, a 20- 
pocket M&S Filler, an FMC 24-valve 
Juice Filler, and the widely used FMC 
Non-Shock Caser. Pea packers will be 
particularly interested in the 1957 model 
of the FMC Pea Harvester, a mobile unit 
that automatically harvests the peas 
from the vines, shells them, and then dis- 
charges the vines, pods, and other refuse 
in the field. 


IN ATTENDANCE—Benjamin C. Carter, 
Executive Vice-President in charge of 
FMC machinery divisions; C. K. Wilson, 
FMC Vice-President and Manager of 
Canning Machinery Division; Paul C. 
Wilbur, FMC Vice-President and Direc- 
tor of Engineering, Research and De- 
velopment for CMD; S. A. Mencacci, 
Director of International Machinery Cor- 
poration, an FMC European affiliate; 
Harold L. Link, and T. N. Martin, Opera- 
tions and Sales Managers respectively 
of CMD’s Eastern Operation at Hoopes- 
ton, Ill.; and Frank J. Fay, Sales Man- 
ager of CMD’s Western Operation at 
San Jose, Calif. 


EXHIBITING—Its monthly journal and 
other literature. 


IN ATTENDANCE — Mel Carlson and 
other representatives to explain adverti- 
sing, circulation, and editorial coverage 
of the publication. 


GALLATIN VALLEY SEED CO. ............ 20-F 
Reception Booth. 


IN ATTENDANCE—Representatives to 
greet friends in the industry and to give 
service on any seed problems they may 
have. 


GENERAL BOK. GO... 26-F 


EXHIBITING — The Generalift Wire- 
bound Pallet Boxes used to handle bulk 


loads of fruits and vegetables. Visual 
aids in the form of color-sound movies 
and narrated slide presentations will give 
added interest. 


IN ATTENDANCE—R. A. Ornberg, 
C iff Langill, Roland Goehe, Reace Camp- 
bell, Frank Dicke, and Bill Crane. 


EXHIBITING—Processing Equipment. 


CRIFFITH LABORATORIES ................ 23-S 


EXHIBITING—Seasonings and _ recipes 
with sales and laboratory personnel in 
attendance for consultation. 


FRANK HAMACHEK MACH. CO. ........ 4-F 


EXHIBITING—Operating model built to 
% seale of a Key Vine Feed Regulator 
and the Durham Mechanical Hoist which 
enables one man to feed two viners with 
greater capacity and more efficient hull- 
ing. Part of this model will consist of 
the Special Wide Steel White Style Viner 
Feeder which was first tried last year 
and which enables additional savings and 
increased efficiency when used in combi- 
nation with Key Vine Feed Regulators 
and Hoists. The exhibit will also feature 
a new and novel Pea Hopper Truck with 
a fibre glass lining. This transparent, 
durable, and easily cleaned liner will 
greatly reduce maintenance costs and 
have increased life compared to conven- 
tional sheet iron hoppers. Hamachek 
Viner specialists will be on hand to show 
and explain photographs and blueprints 
of Hamachek designed viner stations 
planned for increased capacity and sav- 
in labor, 


IN ATTENDANCE—Engineering repre- 
sentatives including Frank Hamachek, 
III, Richard L. Hamachek, William F. 
Irving, Harry H. Howeth, Edward S. 
McGinness, Nate Hughes, Ralph E. 
Richards, and Joe C. Bott. 


FMC 12 Pocket M&S Filler for #10 Cans 
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FMC Bar Type Single Green Bean Grader 
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HEEKIN CANS 


are your best salesmem 


OST of today’s buyers will reach for the metal package that 
sells itself . . . the metal package with eye appeal. That's why 
more and more buyers reach for products packed in Heekin Cans. 
That's why Heekin Product Planned Cans are your best salesmen. 
Get all the advantages of product planned can production, design, 
color and sales appeal with Heekin Product Planned Cans. Let 
Heekin work for you. 


THE HEEKIN CAN CO. PLANTS IN OHIO, TENNESSEE & ARKANSAS—SALES OFFICES; CINCINNATI, OHIO; SPRINGDALE, ARKANSAS 
THE CANNING TRADE - January 6, 1958 
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A PREVIEW OF EXHIBITS—Continued 


HAZEL-ATLAS GLASS DIV. of 
CONTINENTAL CAN 3-S 


EXHIBITING—Glass Containers speciti- 
cally designed for packing food items, 
will be on view. Display will include jar 
and bottle lines for packing cherries, 
pickles, olives, mayonnaise, and honey, as 
well as utility bottles and jugs for pro- 
ducts like syrup and vinegar. 


IN ATTENDANCE — Representatives 
will include Jim Donahue, Chris Neuhart, 
John Dunean, Enio Feliciotti, Cecil 
Fulkerson, Jack Hendrickson, Roland 
Keller, Matt Olds, Jack Scanlon, Marty 
Robinson, Bill Smith, Jack Strobel, Lew 
Sutton, Lou Arighi, and Eddie Westwood. 


Reception Booth set up in parlor style for 
the comfort of the Company’s customers 
and friends. Coat racks will be con- 
venient to those who wish to visit the 
booth and come back to rest and converse 
from time to time in comfortable lounge 
chairs. 


IN ATTENDANCE—A. E. Heekin, Jr., 
C. L. Heekin, C. A. Rolfes, and others. 


HERCULES POWDER CO., 
15-V 


Cheese spread, “Italian-style” soup, and 
clam chowder distributed to demonstrate 
the company’s HVP (hydrolyzed vege- 
table protein for canning uses where a 
product is required which can withstand 
high retort temperatures). 


HORIX MANUFACTURING CO. ............ 5-F 


EXHIBITING—High-speed combination 
16-32 valve liquid Filler in continuous 
operation; new Juice Valve insuring ac- 
curacy in high-speed filling of 46 oz. 
eans; chili sauce valve. 


HUNTLEY MFG. CO. .............. 13-F & 16-V 


EXHIBITING—The newest 1958 Models 
of “Monitor” Blanchers, Pea Cleaners, 


Cherry Pitters, Elevators, etc. Also full 
informtion concerning the entire line of 
“Monitor” canning machinery and equip- 
ment will all be available. 


IN ATTENDANCE — Lester Johnson, 
factory Production Manager; Howard 
Griffin, Sales Representative in the Tri- 
State area, and sales representatives 
from various Midwestern and Western 
areas. 


INTERNATIONAL SALT CO. .............. 20-S 


EXHIBITING—Plastie Lixator in addi- 
tion to a Plastic Evaporated Salt Dis- 
solver and “Electro-Portioner”’, and 
Automatic Brine Dispensing Machine for 
canning lines. 


IN ATTENDANCE—A. J. Hulsebosch, 
Sales Engineer; C. E. MacKinnon, Assis- 
tant Development Engineer; W. I. 
Steele, Jr., Manager, Industrial Sales; F. 
W. Gunter, District Manager; H. E. 
Reith, Sales Engineer; J. H. Cain, Jr., 
Design Engineer; and O. W. MacKeown, 
Sales Engineer. 


KLECKHEFER CONTAINER CO. .......... 13-R 


EXHIBITING — Corrugated Shipping 
Containers. 


LABDIEN CG., TRI-CLOVER DIV. ........ 21-S 
EXHIBITING—A cemplete line of Stain- 
less Steel Fittings and Valves, Pumps 
and custom specialties, serving the can- 
ning and allied industries. Some of the 


highlights will be a new Magnetic Trap, 


Adjustable floor stand for processing 
lines, Butterfly type Valves (Tank Out- 
let & Inline Styles), Rubber Coated Plug 
Valves, New Centrifugal Pump, and ad- 
justable type Toggle Clamp for quick 
opening Tri-Clamp Unions. 


IN ATTENDANCE—W. F. Gardner, R. 
L. Nissen, J. S. Kessler, F. W. Hinrichs, 
E. C. Onosko, F. H. Clark, R. P. Jones, 
and J. A. Roesch. 


Huntley Tomato Washer 
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F. H. LANGSENKAMP CO. ............00000 28-J 


EXHIBITING—A comprehensive display 
of food processing equipment. The ex- 
hibit will mark the introduction of 
Langsenkamp’s new Automatic Tomato 
Trimmer. Statistics compiled after a 
season’s operation in an Indiana tomato 
packing plant showed that on just one 
processing line this remarkable machine 
boosted production many tons per hour. 
In spite of the increased output, trim- 
ming labor costs were cut 83 percent. 
Only a few people were needed on this 
specific trimming line as compared with 
a large crew previously required. In ad- 
dition to the mechanical Tomato Trim- 
mer, the Langsenkamp Can Shredder will 
be prominently displayed. This rugged 
machine comes equipped with a 5 hp 
motor and built-in feed hopper. It not 
only crushes but shreds any can from 
the smallest commercial size to heavy 5 
gallon cans. Because the resulting scrap 
is more easily handled and de-tinned, it 
has a higher market value than can-scrap 
that has merely been crushed flat. Lang- 
senkamp’s Pea Sheller will be another 
focal point of the extensive display. This 
machine was designed specifically to save 
the time normally spent hand-shelling 
peas for Tenderometer testing. It may 
be located at a viner station or carrier in 
a car or truck for field use. Instead of 
laboriously shelling peas by hand, the 
quality control man need only throw a 
few hands full of peas pods or a vine of 
peas into the Sheller. In 30 seconds, the 
sample is ready for testing. To round 
out their exhibit of modern high-speed 
food processing equipment, Langsenkamp 
will also display E-Z Adjust Model A. 
Pulper, Standard Pulper, Brush Finisher, 
Lab Pulper, 160 ton Hot Break, Pneu- 
matic Can Opener, Juice Strainer, 
Stickle Trap, Dockplate, and Hi-speed 
Pork Dropper. 


IN ATTENDANCE—F. H. Langsenkamp 
and an experienced staff to demonstrate 
the equipment and answer your questions. 


LEE METAL PRODUCTS CO. ..............4. 1-R 


EXHIBITING — Stainless Steel Cooking 
and Mixing Equipment used by fruit, 
meat, vegetable, and pickle processors. 


IN ATTENDANCE — Executive, sales 
and engineering personnel to demon- 
strate the equipment and talk over pro- 
biems, 


EXHIBITING—A complete line of power 


Transmission Equipment. 
MAGNUSCN ENGINEERS 8-F 
EXHIBITING—Processing equipment. 


MALAYAN TIN 22-S 


EXHIBITING—Cassiterite samples and 
pieces of modern Malayan Pewter. Also 
technical manuals dealing with tin plate 
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IDEAS ARE DOLLARS! 


you'll get plenty of ideas 


at the 


ROBINS BOOTH 
at the Show in Atlantic City 


§1 DEAS on how to keep quality high! 
§1DEAS on howto reduce labor costs! 
§1 DEAS on how to speed production! 


§1DEAS on how to increase profits by 
reducing maintenance and operating 
costs! 


As Robins usually does at the show, 
we'll exhibit NEWLY DEVELOPED 
EQUIPMENT and IMPROVED 
EQUIPMENT .. . equipment that’s 
designed to do all these things for you. 
As usual, too, competent engineers will 
be in attendance . 
problems with them. 


. talk over your 


AkRobins AND COMPANY, INC. 
is Manufacturers of Food Processing Machinery Since 1855 
No. 9 713-729 East Lombard Street ¢ Baltimore 2, Md. 
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A PREVIEW OF EXHIBITS—Continued 


published by the Tin Research Institute 
and descriptive material emphasizing— 
the Supply of Straits Tin from Malaya 
is dependable; and the reserves of tin ore 
in the ground in Malaya exceed the total 
tin mined in Malaya in all the years past. 


IN ATTENDANCE—R. D. Coursen will 
be in charge of the booth, assisted by 
Robert M. MacIntosh, Manager of Tin 
Research Institute. 


MEAD-ATLANTA PAPER CO. ............ 19-J 


EXHIBITING—The Cluster Pack System 
of high speed multi-unit cartoning of 
cans and packages, together with corru- 
gated shipping containers manufactured 
by the firm. 


METRO GLASS CO., INC. ..............04 19-R 


EXHIBITING — An extensive line of 
glass containers for the food processing 
industry. 


MICHAEL-LEONARD CO. 5-V 


Representatives will be on hand to dis- 
cuss Sweet Corn varieties including 
Aristo Gold Bantam Evergreen, Alpha 
Gold, Alphabest, Tendermost, and Gold- 
en Cross Bantam, in yellow Hybrids, and 
Silver Cross Bantam in the _ white 
hybrids. 


IN ATTENDANCE — John Kreamer, 
General Sales Manager; Dr. Stuart N. 
Smith, Director of Research; and others. 


MOJONNIER BROS. CO. 33-V 


EXHIBITING—Photo blow-ups of all 
types of food processing equipment. 
These include Tubular Heat Exchanger, 
Lo-Temp Evaporator and Spray Dryer, 
Single Effect Evaporator, Zone Control 
Vat, Multi-stage Recompression Evapor- 
ator, Fruit Cooker, Tubular Cooler, 
Double Effect Tomato Juice Evaporator 
and Vertical Tank. A feature will be 
the Lo-Temp Evaporator which operates 


on the unique refrigeration cycle with no 
steam required in the evaporation pro- 
cess. 


MORRISON BROS. SEED CO. .............. 23-F 


This booth will be a meeting place for 
customers and friends. 


IN ATTENDANCE—E. H. Hughes, 
Robert A. Ritter, and H. A. Resenhoeft. 


MORTCN SALT CO. 8-V 


EXHIBITING — Bulk Salt Depositor, 
Salt Tablet Depositor, Flocron-Electronic 
Brine or Liquid Dispenser, and Brine- 
making equipment. Also on display will 
be one of their very first Salt Tablet De- 
positors with a rate of 60 tablets per 
minute, to compare this rate with today’s 
high speed lines. 


IN ATTENDANCE—J. D. MacGillivray, 
J. M. Page, A. J. Wood, M. O. Jaech, W. 
W. Morrison, J. W. Reynolds, F. W. 
Hutchinson, H. A. Turner, E. F. Shields, 
and D. B. Hyland. 


NATIONAL CAN CORP. ...........::0::c00008 9-S 


Welcome or Hospitality booth, decorated 
(including photo murals) appropriately 
to depict the company’s activities. How- 
ever, the principal use will be in connec- 
tion with servicing the questions and 
problems of customers or other interested 
persons. A large delegation of company 
representatives will be present to wel- 
come their many friends. 


IN ATTENDANCE—R. S. Solinsky, A. 
M. Toft, F. B. McNamara, J. S. Euphrat, 
A. B. Kraleman, H. Lowe, S._ V. 
O’Donnell, A. J. Ringman, M. C. Gordon, 
I. L. Holtz, J. E. Kearse, B. B. Lipske, J. 
T. Shipley, L. V. Strasburger, E. F. 
Woelper, and E. T. Shockley. 


NATIONAL CONTAINER CORP. .......... 5-R 
Hospitality booth and product display. 


Robin’s Electronic Mushroom Trimmer 


NEW JERSEY MACHINE CORP. .......... 19-S 


EXHIBITING—Three models of their 
Automatic Labeling Machinery which 
will be in actual production operation. 
These will be the Pony 165, Pony Ex- 
press and Pony Labelrite. 


IN ATTENDANCE — George vonHolfe, 
Richard Wellbrock, Arthur Schaefer, 
William Droge, and R. S. Gold. 


NORTHRUP, KING CO. 12-F 


EXHIBITING—Items of special interest 
including Frozen Whole Ears of N. K. 
195 and N. K. 199 Sweet Corn. In addi- 
tion to the frozen samples, there will be 
canned samples of N. K. 195 and 199 
Sweet Corn, both whole Kernel and 
creamstyle. Canned samples of the “All 
America” winner, Pearlgreen White 
Seeded Bush Beans, will be on display in 
all sieve sizes. These and other samples 
of Northrup, King Sweet Corn may also 
be seen at The United Company Booth 
No. 1-V. 


IN ATTENDANCE—L. W. (Larry) 
Corbett, Iver Jorgensen, Mel Hillery, 
Charlie Massie, P. R. Walker, and Chet 
Finstad. 


CAKITE PRODUCTS, INC. 10-F 


EXHIBITING — The Oakite Hurriclean 
Solution-Lifting Steam Gun; the Oakite 


Langsenkamp Automatic Tomato Trimmer 
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it sets a man to thinking! 


“Flavor Improvement, New Products, Product Development—what 
I would have given for that kind of help when I started this business. 


“Come to think of it an outside evaluation of flavor might be a 
smart move for us. Then if our product has become a little 
old fashioned, we will find it out before decreasing sales tell us. 


“Guess we should check with them on Product Development, 
Eye-Appeal, New Product Suggestions, too. We’ve known the Stange 
name for years so—like they suggest—perhaps we'd... better check 
with Stange and be sure”’ 


The WM. J. STANGE CO., Manufacturers of 
Seasonings and Food Colors, extends to the 
Food Industry a three-fold service involving 
Flavor and Color Improvement—Product De- , 
velopment—New Product Suggestions. Any - 4 
or all three services are available through a 
Stange representative or by letter. 


better check with 


and be sure 


50-A MICROGROUND SPICE CREAM OF SPICE SOLUBLE SEASONING GROUND SPICE 
NDGA ANTIOXIDANT PEACOCK BRAND CERTIFIED FOOD COLOR 


WM. J. STANGE CO. 
Chicago 12, Ill. Paterson 4, N. J. Oakland 21, Calif. 


CANADA: Stange-Pemberton, Ltd.—New Toronto, Ontario 
MEXICO: Stange-Pesa, S. A.—Mexico City 
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A PREVIEW OF EXHIBITS—Continued 


Saniseptor, which converts the plant’s 
hot water system into a cleaning instru- 
ment; the Cakite Hot Spray Unit which 
spray cleans equipment in place; Oakite 
Chain Lubricators; and units designed to 
clean tankers and tanks mechanically. 
Materials will include new Oakite Super- 
Det for general cleaning; Oakite Com- 
position No. 78 for produce washing; 
Oakite Chlor-Tergent for one-operation 
cleaning and sanitizing; Oakite Steel 
Preserver for the prevention of rust be- 
tween packs; Oakite Composition No. 106 
for economical conveyor chain lubrica- 
tion; and materials for steam cleaning 
and general cleaning. 


IN ATTENDANCE — Ken C. Tucker, 
manager of Oakite Food Industries Divi- 
sion, will be in charge of the booth. Also 
on hand will be W. A. Baltzell, E. F. Con- 
noly, B. F. Fay, W. M. Bliss, J. S. Todd, 
and A. Emery. 


GEORGE J. OLNEY, INC. ........csccsseeeeee 15-F 


EXHIBITING—Washing and other proc- 
essing equipment. Representatives will 
be on hand to discuss the Olney Foam 
Cleaner for peas, beans and whole kernel 
corn; the Quality Grader; and _ the 
Schmidt Whole Kernel Corn Cutter. 


IN ATTENDANCE — George J. Olney, 
Sr. and Jr., and John B. Olney. 


OWENS-ILLINO!S GLASS CO. ............ 10-R 


EXHIBITING—Impulse value of glass- 
packed food items. A turntable will be 
used to display various food items pack- 
aged in Duraglas jars and bottles. O-I 
will repeat the “Problem-Solution” pack- 
aging theme used so successfully at last 
year’s Canners convention. Four illumi- 
nated display boxes will flash alternately 
“The Problem” and then “The Solution.” 


IN ATTENDANCE — Sales personnel 
from Toledo and San Francisco general 
offices and O-I branches as well as rep- 
resentatives of Packaging Research, 
Merchandising and Public Relations. 


PFAUDLER-PERMUTIT, INC. ..15-S & 16-F 


EXHIBITING—High Speed Rotary Pis- 
ton Filler and other processing equip- 
ment, 


PRODUCTIVE EQUIPMENT CORP. ....22-V 


EXHIBITING—Stainless Steel Dewater- 
ing Kelley Vibrating Screen; plain steel 
Selectro Screens; and Vibrating Inspec- 
tion Table for inspecting heavy slurries 
by the use of light transmission. 


PURE LINE SEEDS, INC. ...........cccceseee 27-V 


EXHIBITING — Samples of Seed Peas 
for canners and freezers. 
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RADIO CORP. OF AMERICA....... 


RIETZ MANUFACTURING CO. .......... 17-V 


EXHIBITING —A recently redesigned 
model TL Rietz Thermascrew suitable for 
small capacity steam blanching opera- 
tions for the vegetable industry. This unit 
has been redesigned with cost in mind to 
come out with an economical package 
for the small food processor. Also on dis- 
play will be a redesigned Rietz Disinte- 
gyrator. 


IN ATTENDANCE—P. H. Mulcahy, R. 
B. Dunwody, M. Hobson, and A. B. Dun- 
wody. 


ROBBINS & MYERS, INC, 


EXHIBITING—Complete line of R & M 
Pumps. 


EXHIBIT HOURS 
Gat., 1B 1:00 p.m.-5 :00 p.m. 
Sun., Jan. 19......1:00 p.m.-6:00 p.m. 
Mon., Jan. 20....10:00 a.m.-6:00 p.m. 
Tues., Jan. 21....10:00 a.m.-6:00 p.m. 
Wed., Jan. 22....10:00 a.m.-5:00 p.m. 


half hour before closing. 
Attendance Awards—each day, one- 


A. K. ROBINS & CO., INC, Dod 


EXHIBITING — Roto-Screw Peeler, for 
lye peeling of root vegetables; Robins 
Steam Peeler, for steam peeling of root 
vegetables; Robins Pickle Feeder, for 
feeding processed pickles to the Urschel 
Model O Slicer; Robins Even-Flo Regu- 
lator and Rod-Reel Washer, for feeding 
the Urschel Model OV Slicer for even 
feed of pickles, carrots, cucumbers, etc.; 
Robins Thermotic Steam Blancher, for 
use in connection with blanching of 
mushrooms; Robins Junior Rotary 
Washer for washing fruits, vegetables, 
and also leafy products; Robins Elec- 
tronic Mushroom Trimmer for trimming 
of mushrooms, (this machine has been 
on the market for 2 seasons and has been 
accepted wholeheartedly by the proces- 
sor); Robins Shaker, a new item this 
year. It can be used for even feeding of 
product to picking table, can also be used 
partially as a grader and as a chip elimi- 
nator; Robins Olive Line, outstanding as 
far as design and practicality is con- 
cerned. It is of all stainless steel con- 
struction, adjustable for different size 
containers, equipped with variable speed 
drives and consisting of feed table, filler, 
over-flow briner, high pressure washer- 
rinser, and discharge feed table. 


THE CANNING TRADE 


IN ATTENDANCE — Robert A Sindall, 
Jr., President; Louis E. Kibler, Sr., Vice- 
President; Harry R. Stansbury, Vice- 
President; E. Stephen Lewis, Sales and 
Service; and Sales Engineers Leroy Kib- 
ler, Louis E. Kibler, Jr., Arnold Brodsky, 
M. K. Gunzenhauser, and C. E. Schwab. 


ROGERS BROS. SEED CO. 


EXHIBITING—Pea, bean, and corn seeds 
will be shown by the Seed Division; proc- 
essed potatoes will be shown by the Food 
Products Division. A full color photo- 
graphic display wiil be shown by the host 
of company representatives to their 
many customers and friends. 


RUSSELL DIV., CROMPTON & 
KNOWLES 17-R 


EXHIBITING—A High Speed Case and 
Can Handling Line composed of High 
Speed Double Lane Booster with built-in 
Divider; High Speed Packer with Twin- 
Divider; Automatic Case Opener, Former, 
and Positioner, which will take the 
knocked-down cases from a magazine, 
open, form and position these cases so 
that they may receive the load of cans 
from the high speed can packer, and dis- 
charge the filled case to the infeed of the 
automatic case gluer and sealer. This 
line has a capacity of 1000 cans per min- 
ute on the pack arrangement. 


ROSSOTTI LITHOGRAPH CORP. ........ 


EXHIBITING — Attractively designed 
labels and also can bands for multi-unit 
merchandising. 


RUST-OLEUM CORP. 24-V 


EXHIBITING — The rust preventative 
qualities of “Rust Oleum”. 


THE SANFAX CO. 2-V 


EXHIBITING — Sanfax D-72 for effec- 
tive odor control; non-toxic insecticide 
concentrate; general cleaner for use on 
canning equipment, 


SCIENTIFIC DISPENSING CO. ..............8-V 


EXHIBITING—Varied types and models 
of Salt Dispensing Equipment will be 
shown in conjunction with the Morton 
Salt exhibit. 


SCIENTIFIC OIL COMPOUNDNG CO.....6-S 


EXHIBITING — Cunilate Wood Seal 
which offers sanitary protection for lug 
boxes, hampers, baskets, and other 
wooden harvest containers. The product 
protects wood against decay, inhibits 
mold growth, appreciably lowers mold 
spore count, resists water penetration, 
and increases holding power of bails and 
staples. 
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SCOTT VINER 9-R & 12-S 


EXHIBITING —A Screen Viner Green 
Pea and Lima Bean Combine; a new 
Hydraulic Elevator, which combines all 
of the outstanding features of earlicr 
models; and other equipment to best 
solve elevating, conveying, and separat- 
ing problems. 


IN ATTENDANCE — Frank Copeland, 
George Knorr, M. S. Carmichael, Sher- 
man Carmichael, Bob Stark, Charles 
Copeland, and others from the sales and 
service departments. 


SELLERS INJECTOR CORP. .............0000 8-S 


EXHIBITING — Sellers Hydraulic Jet 
Cleaner for heavy duty cleaning by a hot 
liquid jet of machinery and equipment; 
Sellers Rotor Jet, a new tank ‘cleaner 
with a 3-dimensional rotation of a high 


Shuttleworth Unscrambler 


pressure hydraulic jet, delivering two 
powerful liquid streams, hot or cold, with 
or without detergents, over the entire in- 
side surface of any shaped tank. A 
Haines Steam Trap will also be shown. 


SHUTTLEWORTH MCHY. CORP. ........ 24-J 


EXHIBITING—The Shuttleworth Crate 
Unloader, Model #7, and Unserambler, 
Model 11-A, with the Unscrambler being 
run continuously throughout the exhibit. 


IN ATTENDANCE—C. A. Shuttleworth, 
President; Ronald Blakley, Design Engi- 
neer; William M. Myers, Sales Manager; 
and Sales Representatives Chuck Poling, 
Roland Pearson, and Jim Shuttleworth. 


SIMPLICITY ENGINEERING CO. ........ 21-V 


EXHIBITING—A 3’x6’ Simplicity Sew- 
age Screen and an 18” x 50” Simplicity 
Stainless Steel Dewatering Screen. 


IN ATTENDANCE — James L. Patter- 
son, A. C. M. DeSoto, and Wayne P. 
Green, 
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Dynamic Separation 
for fruit and vegetable 
Juice processing 


SCREEN 


CONE (SCREEN suPPORT) 


ELIX DRIVE SHAFT 2460 P.M. 


CONE DRIVE SHAFT 2400 RPM. 


the Mercone 
Screening Centrifuge 


Dynamic? Yes, both in operation and performance the 
Mercone Screening Centrifuge is designed to provide continuously, high 
rate separation of pulp into dry solids and liquid filtrate. 

Basically, operation consists of subjecting a high rate, positive feed 
to centrifugal force along an increasing diameter screen. Liquid is spun 
through the screen by a force of 1800 centrifugal gravities, solids are 
moved spirally down the screen by a helix conveyor. With the increase 
of screen diameter higher G.’s are encountered and solids form a dense 
bed through which the liquid passes. This filtering action results in 
greater filtrate clarity than screen openings would normally indicate. 

The feasibility of this new separation principle has been proven con- 
clusively in small scale test runs. Applied to the dejuicing and/or de- 
watering of pineapple juice (milk and beverage), apple, tomato and 
carrot pulps and the dewatering vegetable matter, Mercone centrifugal 
screening has consistently produced results ranging from good to ex- 
cellent both in desired clarity and capacity. 

Perhaps you require higher capacities or better performance in your 
present operation or more specifically there may be a “‘problem separa- 
tion” in your flowsheet. If so, high speed Mercone centrifugal screening 
may produce answers of a particularly advantageous nature to you. 
For more complete information just drop a line outlining your particu- 
lar application, to Dorr-Oliver Incorporated, Stamford, Connecticut. 


Mercone is a trade mark of Dorr-Oliver Incorporated 


'n CORPORATE 
f WORLD-WIDE RESEARCH + ENGINEERING EQUIPMENT 
PAST AME ORD CONNBE FEC US © Wo Se 
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A PREVIEW OF EXHIBITS—Continued 


SINGLAIR-SCOTT GD... 19-F 
EXHIBITING—Rod washer, Junior Hull- 
er, Hydro Conveyor, Pumps, and other 
Processing Equipment. 


IN ATTENDANCE—B. N. Levene, Leon- 
ard Cantor, and others. 


SOLBERN MANUFACTURING CORP...23-V 


EXHIBITING — Actual running demon- 
strations of the Tuble Filler, filling vari- 
ous products in glass and tins. Also avail- 
able for viewing will be a movie film of 
the machine in operation. 


IN ATTENDANCE—Bernard C. Eisen- 
berg and Robert Eisenberg. 


STANDARD-KNAPP. 20-J 
EXHIBITING—Packaging Equipment. 


EXHIBITING—Line of Seasonings such 
as Cream of Spice, Soluble Seasonings, 
50-A Microground Spices, N.D.G.A. Anti- 
oxidant, and Certified Food Color. 


IN ATTENDANCE—Stange food tech- 
nologists and sales personnel to acquaint 
canners with the latest methods of spic- 
ing and flavoring all types of canned 
products. Stange offers a complete line 
of ground, microground, soluble and 
liquit¢ seasonings and through their tech- 
ical and products development depart- 
ments, are able to assist processors in 
the development of new products and the 
improvement of old. 


EXHIBITING—Citrus products for the 
canning industry. 


TAYLOR INSTRUMENT COS. ............ 14-F 


EXHIBITING — Control Instruments to 
completely automate the canning line, 


yUrschel Model “SOV” Transverse Slicer 


bringing to the canning industry the 
same advances of automation currently 
developed in the continuous process in- 
dustries. 


TYGART VALLEY GLASS CO. ............ 13-S 


EXHIBITING—Up-to-date line of Glass 
Packages for high-speed food packing. 


EXHIBITING—The main feature will be 
the 23rd National Canned Corn Cutting 
Bee. An added feature, as an industry 
service, space will be provided for lead- 
ing corn seed companies to show repre- 
sentative samples of canned whole kernel 
corns, packed from their latest and best 
regular and experimental varieties. The 
Cutting Bee presents, in one place, the 
most complete review of last season’s 
national corn pack, in all can sizes and 


product styles, with all labels showing. 
An ideal opportunity to observe the in- 
dustry’s latest trends from every view- 
point, cut, flavor, color, consistency, seed 
variety, container size, labels, etc. 


The machinery exhibit will feature the 
new Model C-8 TUC Cutter, which com- 
pletely eliminates the necessity for ear- 
selection for any purpose. The new, big- 
ger Model APL TUC Rod Shaker will be 
demonstrated which increases screening, 
cleaning, rinsing, and dewatering capa- 
city nearly 30 percent. The new model 
makes possible the use of a single ma- 
chine to handle both divided corn com- 
ponents from the new C-8 TUC Cutter, 
and in variable volumes. Ideal for maxi- 
mum capacity lines on many products, 
corn, peas, beans, berries, apples, etc. 
Available with both standard and vari- 
able-speed transmission. Other items 
shown will be the latest Model DS TUC 
Cremaker, high capacity, key to proper 
reduction of cream component for Cre- 
mogenized cream corn; TUC Husker, 
speed where it counts, and with less de- 
butting waste; TUC Flotation Washer, 
and TUC Sanitary Mixer, two machines 
which have solved the “clean-up time” 
problem; and the rest of the 1958 TUC 
Line, TUC Silker, TUC Can Shaker, TUC 
Cream Corn Meter, TUC Double Trim- 
mer, TUC Automatic Knife Sharpener; 
and the Succulometer. 


IN ATTENDANCE—Paul Cover will be 
in charge of the booth, “Toots” Cover, as 
usual in charge of the Cutting Bee. Ralph 
Cover, Charlie Havens and others will be 
on hand for consultation. 


U. S. BOTTLERS MCHY. CO. .............. 10-J 


EXHIBITING—The latest developments 
in liquid filling and container cleaning 
equipment. 


IN ATTENDANCE — Executives and 
territorial sales personnel, to meet their 
many friends. 


Amerio Continuous Freezing Units 
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U. &. CORP. 12-R 


EXHIBITING—Tin Mill Products, Metal 
Conveyor Belting, Stainless Steel Sheets, 
Pipe, and Tubing. 


URSCHEL LABORATORIES, INC. ........ 13-J 


EXHIBITING—Urschel Cutting equip- 
ment Models B, F, G, GK, GKS, H, J, 
OV, R, RS, SL, U, W, and Y. Two new 
models of special interest will be shown 
which have never been displayed before. 
These are the Models GKS and RS. 


IN ATTENDANCE—Joe R. Urschel, 
Curtis R. MacDonald, Ralph A. Burns, 
Gerald W. Urschel, Kenneth E. Urschel, 
and E. Olof Sundelin. 


LANSING B. WARNER, INC. ............005 3-V 


Customary hospitality booth where visi- 
tors can come in and relax and also dis- 
cuss matters relating to fire insurance 


coverages and fire prevention. 


IN ATTENDANCE—J. E. Warner, N. 
H. Tobey, M. R. Feeney, M. R. Eddy, G. 
F. Binder, E. Werner, W. B. Hilburn, F. 
D. Powell, R. R. Ludwig, J. A. Witt, and 
N. C. Barnard. 


WASHBURN-WILSON SEED CO. ........ 20-V 


Reception booth with a full corps of re- 
presentatives in attendance to discuss 
your pea and bean seed needs. 


WAUKESHA FOUNDRY CO. ................ 3-R 


EXHIBITING—Sanitary Pumps featur- 
ing new modifications for greater effi- 
ciency and longer life. ‘Waukesha 
Metal” and stainless steel castings as 
used by various manufacturers of equip- 
ment for the canning industry. 


WESTINGHOUSE ELECTRIC CORP. ....26-S 


EXHIBITING—Equipment and supplies 
for industry. 


EXHIBITING—The largest collection of 
glass packed foods, hermetically sealed 
with Twist-Off and Side Seal Caps, 
classified by type of product, that has 
ever been collected. This is a must for 
those interested in glass containers from 
a merchandising standpoint, production 
standpoint, and a design standpoint. 


IN ATTENDANCE—Phillip 0’C. White, 
R. P. White, J. C. Swift, C. P. Kolstedt, 
H. T. Stockholm, J. J. Scanlon, and A. D. 
King. 


F. H. WOODRUFF & SONS, INC............. 8-J 


A combined exhibit with that of Asso- 
ciated Seed Growers with a full corps of 
Woodruff representatives in attendance. 


REGISTERED TRADE-MARIC 


CANNING MACHINERY 


and 


EQUIPMENT 


Manufacturers of Complete Lines of 
CLEANERS GRADERS 
BLANCHERS, ETC. 

for 
LIMA BEANS” e 


STRING BEANS~ e 


WASHERS 


PEAS 
BEETS e 


TOMATOES 
CHERRIES 
and other Vegetables and Fruits 


¥ See our 1958 models at the Convention 
Booth No. 13 Fruit Ave. and No- 16 Vegetable Ave. 


(HOME OF MONITOR EQUIPMENT) 


HUNTLEY MANUFACTURING CO. 


BROCTON, N.Y., U.S.A. 
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AMERICAN CAN COMPANY 
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“‘works” for you 


Canco’s well-known trade-mark symbol- 
izes more than half a century of research 
on all phases of container and product 
development. By inventing the famous 


© To help you 


To build acceptance for a// canned prod- 
ucts that carry the oval, Canco sponsors 
the top-rated CBS-TV show, ‘‘Douglas 
Edwards With The News.” For example, 
one of Canco’s current commercials gives 
a special sales boost to canned peas. This 


© To improve your product! 


Tenderometer, for instance, Canco scien- 
tists gave growers a way to measure the 
ripeness and tenderness of peas so they can 
be picked at their very peak of goodness. 


message encourages viewers to buy this 
wholesome, delicious product often—and 
to “look for the oval’’ when they do! 
See you at the NCA Convention! 
You'll find your friends from Canco at 
14 Relish Avenue. Be sure to stop by! 


TUNE IN! “DOUGLAS EDWARDS WITH THE NEWS” every other Friday night, 
CBS-TV. Check your local paper for time and channel. 
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POINTERS FROM A BUYER 


“Today's Trends-And Tomorrow’s Future in 


Supermarketing Canned Foods” 


The trends of the present are certainly 
well known to everyone in the room. But, 
with the risk of being academic, let’s 
look at some of them. Today’s trends 
can be worth-while signposts to the 
future. The trends of the moment, it 
seems to me, make the supermarketing 
of canned foods even more challenging! 


TREMENDOUS GROWTH & 
DEVELOPMENT 


The economic story of the last decade 
has but one over-all theme: tremendous 
growth and the development of our na- 
tional economic power and_ strength. 
Although there are as many interpreta- 
tions of the recent developments as there 
are schools of economic thought, the 
facts and figures are the same for all to 
see. In 1945 the Gross National Product 
was 214.6 billion dollars; in 1956 it was 
414 billion dollars—an increase of 93 per 
cent in the last ten years! Personal Dis- 
posable Income over the same years grew 
some 96 per cent from 150 billion dollars 
in 1945 to about 295 billion in 1956. The 
average family income has also risen 
over these years about two-thirds from 
just over three thousand dollars to just 
under five thousand dollars. Employment 
has risen sharply: from some 55 million 
to about 70 million. This all says simply, 
we have had great industrial expansion— 
there are more people working and they 
are spending more money. 


The food industry, of course, has par- 
alleled the general economic growth. In 
1945 total grocery, combination and 
specialty store food sales were about 24 
billion dollars. The sales for 1956 are 
estimated at 47 billion, an increase of 
about 95 per cent. With the substantial 
increase in dollar volume food sales, the 
share of Personal Disposable Income 
spent for food has wavered between a 1 
per cent increase and a 1 per cent de- 
crease. This seems to negate the econo- 
mic maxim which says, “As Personal 
Disposable Income increases the percen- 
tage spent for food decreases.” Despite 
economic theory, food continues to take 
about the same share of the available 
dollars—and a substantial share of the 
total national income. The Bureau of 
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An address by VAL. BAUMAN 


Vice Pres., National Tea Company, 
at Wisconsin Canners’ Convention, 
November 12, 1957 


Commerce tells us that food accounted 
for about 21 per cent of the 1956 Per- 
sonal Disposable Income. It is estimated 
that the average American family spends 
about 25 per cent of the “take home” pay 
for food. 


The past decade has been a successful 
one for the food business and the future 
certainly seems bright. Population will 
continue to increase. Equally important 
is the general tendency of better living 
through better eating. More and better 
food is being supplied for American 
tables. 


The great expansion in the food indus- 
try has been accompanied by the new 
techniques in production and retailing. 
The economic and technical changes in 
the past years have forced food pro- 
ducers (among many others) into con- 
stant changes. Manufacturers have been 
able to increase their volume; many 
have found it necessary to enlarge their 
product lines; most are operating more 
efficiently; most have enlarged and 
modernized producing facilities. 


The most phenomenal change, in the 
last decade, has been the growing 
strength of supermarkets. They have be- 
come the major retail outlet group. Al- 
though the first supermarkets appeared 
in the early 30’s, their dynamic growth 
didn’t begin until after the second World 
War. By 1952 there were between six- 
teen and seventeen thousand  super- 
markets accounting for over 40 per cent 
of total grocery sales. By 1956 there 
were some twenty-seven thousand super- 
markets accounting for 62 per cent of 
the total grocery store volume. 


In the wake of the tremendous increase 
in the super markets, smaller stores have 
been closed by both the chains and to a 
lesser degree, the independents as well. 
A fewer number of stores are doing a 
larger volume of business. It seems to 
be a sound prediction that by 1960, 70 
per cent of total food sales will be made 
in 10 per cent of all food stores—25,000 
supermarkets. 


Another major change, indeed some 
say revolution, that has affected the food 
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industry in the last decade has been the 
introduction of new products. The major 
event here has been the strong growth of 
frozen food lines. They have contributed 
substantially to the total increased food 
volume. Frozen foods have been around 
for many years, but the great growth in 
this field has taken place only recently. 
In 1956 the frozen market totaled about 
two billion dollars, obtained after six or 
seven years of an average increase of 
about 25 per cent each year. There seems 
to be nothing on the horizon to retard 
this growth, especially in meat, poultry, 
seafood and the prepared ready-to-serve 
food lines. 


Although frozen foods have been the 
most sensational and best known in new 
lines, there has been a tremendous in- 
crease in the number of food items 
carried by retail stores. The first super- 
markets in the early 30’s carried an 
average of about 1,800 food items. To- 
day, many supermarkets carry 6,000 food 
items. On the average, it is estimated 
that stores are continuing to add over 
200 new items a year to their shelves. 


To the multiplying food items it is 
necessary to add the booming non-food 
market as becoming increasingly promi- 
nent in many of the larger supermarkets. 
Supermarkets in 1948 accounted for 
about 5 per cent of the total sale of 
health and beauty aids; but today they 
account for almost 20 per cent of the 
total market. Phenomenal growth has 
also occurred in housewares. The super- 
market sale of houseware items has in- 
creased from 11 million dollars in 1948 
to about 225 million dollars today. Al- 
though non-food items are not yet a 
tremendous factor in total annual gro- 
cery sales, they are certainly expected to 
make strong increases in the next few 
years. 


COMPETITION 


One of the major problems from all of 
this, of course, is the competition for that 
important sale—and this, it seems to me, 
should be the concern of every canner— 
there is greater competition for shelf 
space, shelf facings; greater competition 
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/ STOKESCROSS - The Tomatoes of Tomorrow 


* These second generation hybrids will assure early set, a 
“ longer season, and heavier yields 
, STOKESCROSS No. 1 
’ 70 days—Early 
+ STOKESCROSS No. 4 
if 75 days—Early - Main 
ft STOKESCROSS No. 5 
77 days—Main 
STOKESCROSS No. 6 
‘6 80 days— Main 
 * i Seed is available now. Plants will be 
4 available in May. 
a Our Mr. Stokes, Sr. can be reached at Colton 
a Manor, Atlantic City, during the Convention. 
. Telephone AC 4-115] for appointment at your 
headquarters. 
FRANCIS C. STOKES COMPANY 
2 Pioneers in better tomatoes 
VINCENTOWN, NEW JERSEY 
\ 
ATTENTION: TOMATO CANNERS 
a Use RIVERSIDE 
4 » e 
a Hampers & Wire-Bound Crates 
"Made their way by the way theyre made’’ 


OF PLAIN or TREATED 


* Prices and Samples upon request 

7 Phone 2621 

. RIVERSIDE MANUFACTURING COMPANY, INC. 


19 MURFREESBORO, NORTH CAROLINA 
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FUTURE IN SUPERMARKETING CANNED FOODS--Continued 


for display space and merchandsing as- 
sistance from the retail operator. 


All of these factors have contributed 
substantially to the increases in volume 
enjoyed by supermarkets over the past 
decade. The changes have created many 
problems—many remain to be _ solved. 
The questions of distribution, space, 
number and kinds of items, and costs are 
the immediate major problems that face 
both producers and retailers. 


In the last ten years we have witnessed 
extraordinary changes in our economy 
and extraordinary growth. The next 
years apparently hold the same multitude 
of challenges as the past. Whether or 
not expansion in the total economy con- 
tinues, the changes will nevertheless be 
rapid and complex and present a number 
of problems to be solved. 


Of the total dollars going into the cash 
registers of the future supermarkets, 
more and more dollars will be coming 
from items other than food. This seems 
to mean, simply, that there will be more 
interest, more space and more effort put 
in the direction of non-food items by the 
operator. Each dollar, too, spent on non- 
food items will probably return a higher 
rate of profit than will the food dollars. 
This will put strong pressure on the 
grocer’s mode of operation to give that 
important display space to the high unit 
profit items. It’s up to you to see that 
the retailer doesn’t forget canned foods. 


As more and more products enter the 
existing supermarkets, less and _ less 
space, less shelf facings will be given to 
the old, familiar packaged food items 
which have been around a long, long 
time. The very physical limitations of 
the supermarkets will squeeze back the 
products that are now in the stores and 
the new items, of course, will give the 
greatest competition we have ever seen 
to today’s food products for those very 
few, valuable display spots in the store. 


From a_ physical store placement 
standpoint, canned foods, at the mo- 
ment, have stopped spreading out—have 
stopped spreading into more linear feet 
within supermarkets. They are being 
squeezed upwards on higher shelving in 
the stores. Many canned items are per- 
haps now out of reach of a five-foot two- 
inch shopper, unless she wear high heels. 


The factor of newness alone — the 
enthusiasm for an item never carried be- 
fore—the intrigue of getting partly 
away from selling the same old products 
cannot help but have an effect on the 
store operator. He will probably devote 
more time and energy to that which is 
new—giving more merchandising assis- 
tance. Again, the old regular standbys 
could be looked upon by him with quite a 
matter-of-fact attitude, making it more 
and more difficult for the present occu- 
pants of the shelves. Don’t let canned 
foods become last year’s girl. 
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CANNED FOODS HAVE BUILT-IN 
ADVANTAGES 


Does all of this mean that the future 
is bleak, black and dismal for the canning 
industry? No, not at all! 


You canners have “built-in” advan- 
tages in canned foods which cannot be 
matched by any other method of proces- 
sing. Let’s enumerate the advantages of 
canned foods: 


. . Finest quality 
. Unequalled flavor 
. Nutritious 
. Convenient 
. . Economical 
. Time and work saving 
. Ready for instant use 
. Little or no waste 
. . Clean and wholesome 
. . Wide variety 
. Easy to buy, store and use 
. Available in all seasons 


These twelve points, to me, sum up 
canned foods as they are today. I repeat, 
no other method of food processing can 
match the canning induStry on all these 
counts. 


To become a bit more specific, let me 
tell you what the canned foods commodity 
group means to the food retailer. These 
are the facts from our own operation at 
National. And, we should be very close to 
being typical of other operations. 


. No other commodity group pro- 
duces as much dollar volume as 
canned foods in our stores. 

. No other commodity group pro- 
duces as much gross profit in dol- 
lars as canned foods. 


. Canned foods account for one- 
sixth of our total volume. 

. Canned foods, from a Percentage 
of Profit standpoint, produce a 
higher gross profit than our aver- 
age. 

. Specifically, the canned foods, 
commodity group at National pro- 
duces a gross profit rate which is 
higher than ten other important 
commodity groups. 


What a record. But does every food re- 
tailer know the importance of canned 
foods to his over-all operation? 


The canned foods group at National is 
made up of more items than any other 
group except household supplies. What 
does this mean? It means that the com- 
modity group, canned foods requires a 
tremendous amount of space in our 
stores. This space must pay off for us. 
Canned foods carry a big burden—they 
must return substantial “shelf rent” each 
and every day. So, it behooves canners 
to keep consumer demand high — keep 
consumers taking canned foods from our 
shelves in volume to pay out the cost of 
space; and, return a profit to us, too. 
We'll help in this struggle and so will 
the rest of the trade. The trade will 
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expand canned foods merchandising, 
rather than curtailing activity if demand 
continues to exist and grow. 


IMPROVING MERCHANDISABILITY 


A discussion of the future in super- 
marketing canned foods must concern 
itself with improving the merchandisabil- 
ity of canned foods. It seems to me this 
comes down to two basic concepts. 


First, to make it possible to better mer- 
chandise canned. foods, there must be 
s°mething “built-in” into the product. 
Canners should continue to improve the 
basic product. 


Secondly, the trade and the consumer 
must be sold on the improvements, know 
what the improvements are and realize 
what these improvements mean in better, 
more health-giving eating— more con- 
venient eating. 


Over the years, the improvements that 
you canners have developed and put into 
rreducts have been mighty extensive. 
You have improved the seed strains of 
the product. You have bred into products 
better flavor, better color, greater ten- 
derness. 


I am always amazed to sit down with 
a canner and discuss the quality control 
methods that have come into canning in 
the past few years. When you realize 
that in many cases it is only two hours 
from field to can, it’s an outstanding feat. 


The use of refractometers and tender- 
ometers has certainly done much to im- 
prove the product. 


In the field, mechanized methods have 
brought the product in faster and fresher 
and at the peak of flavor. 


Vacuum packing and what it does to 
preserve the crispness, the flavor and 
tenderness of the product is mighty im- 
portant. 

New advances in canning techniques, 
new ideas and new products certainly in- 
crease the merchandisability of canned 
foods. 


. Hunt Foods has made a volume 
item of tomato sauce. A big rev- 
enue producer where none existed 
before. 

. Del Monte has made every re- 
tailer happy with additional cash 
register jingles from their Pine- 
apple-Grapefruit drink. A new 
item with “built-in” merchandis- 
ability. 

. What Minute Maid and others did 
with concentrated orange juice 
has been a welcome addition to 
the food marketing picture. 

. What Green Giant did to popu- 
larize sweet peas is appreciated 
by the grocery trade. 

. Green Giant, in my opinion, made 
canned corn a new delight when 
they introduced their quick-cooked 
vacuum packed Niblets Brand. 
Again, more volume for retailers 
because consumers are better sat- 
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FUTURE IN SUPERMARKETING CANNED FOODS--Continued 


isfied and buy more of an im- 
proved product. 


. . Monarch has made a great con- 
tribution with their dietary foods. 
New volume which didn’t exist 
before in the food stores. 


. Hi-C has been phenomenal. A 
non-carbonated beverage, vitamin 
fortified, which is appreciated by 
those important shopping mothers, 
and—more dollars gross and more 
dollars of profit for the grocery 
trade. 


. Illinois Packing Company has 
just introduced a new flip-top can 
for their Broadcast Chili. Under 
the “flip lid” is a packet of spices 


—the chili can be seasoned to in- 


dividual tastes. A fresh idea — 
a merchandising idea. Broadcast 
Chili will take on new importance 
in consumers’ minds. 


There are many others. So, let’s keep 
the good ideas coming. Each new im- 
provement adds spark to the entire can- 
ning industry. 


We, in the grocery trade, have been 
accused of being negligent in selling the 
consumer on the basic superiorities of 
canned foods. The consumer, it seems, 
has been negligent in understanding 
these twelve basic advantages. But why? 


The answer, in my opinion, is this: 
canners have let canned foods become 
‘old hat.’ Canners, for the most part, 
have been self-satisfied and great be- 
lievers in the faith and never swerving 
trust of the consuming public. Canners 
assume, because they have these great 
superiorities, that everyone understands 
that they exist—and that the trade and 
consumers alike should beat down the 
doors and take their canned products 
away. 


Well, gentlemen, it just ain’t so in this 
day and age of marketing. We are in an 
ever-changing, an elastic consumer mar- 
ket with new homemakers coming into 
the market daily. They do not necessarily 
know your story of advantages. 


The frozen people certainly are not 
sitting back. About the second purchase 
made by every newly wed couple is a 
refrigerator and about % of the space 
of each refrigerator is an area for frozen 
foods. Every refrigerator ad makes a 
big point that there is space for 50-75 
pounds of frozen food. 


Let’s face it, the new, young home- 
maker has a lot of things to learn about 
a lot of different things and she is a bit 
naive. But, if it seems to her that every- 
one is talking frozen foods—and when 
she enters the supermarkets and sees the 
the white, gleaming cases loaded with 
new and exciting items in the frozen sec- 
tion, what else can she do but think that 
the proper and right thing to do is to 
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purchase frozen products. Frozen foods 
are riding on this tide of fashion. 


Don’t get me wrong. I know that many 
of yeu gentlemen are connected with 
companies who have freezing operations. 
Please understand, I am not talking 
against frozen foeds. It has been a help- 
ful step forward and has brought many 
things into American homes that prob- 
ably could not be put there by any other 
means. The frozen pies, the TV dinners 
—all of these are exciting and have the 
element of fun which the shopper likes 


to put into her weekly purchasing. But, 
I think it is important that canners do 
not forget their birthright, do not over- 
look the tremendous opportunities that 
exist and the tremendous superiorities 
of canned foods. 


Canners, I believe, must reawaken the 
trade and the consumers to the advan- 
tages of canned foods. If the trade and 
the public are all in agreement on the 
basic premises that canned foods have 
the eleven advantages enumerated ear- 
lier, it becomes quite a bit easier for 
National Stores, or anyone else, in turn, 
to merchandise the product through to 
the consumer. And the product will be 
sold to the consumer in greater voiume ‘ 


What You'll See At The 


Exhibit 


Space No. 4, Fruit Avenue 


NATIONAL CANNERS CONVENTION 
Atlantic City-January 18 to 22 


@ An actually operating scale model of the famous KEY Vine 
Feed Regulator and Durham Mechanical Hoist . . . the equip- 
ment that enables one man to feed two viners at the same time! 


@ As part of this operating model, the new Special Wide Steel 
Viner Feeder that steps up efficiency—makes feeding even easier. 


@ A novel new type of Pea Hopper Truck with fibre glass lining. 
Transparent—durable—easy to clean—this liner substantially 
cuts maintenance costs while increasing the service life of the 


equipment. 


In attendance will be HAMACHEK sales engineers to give you 
complete information and show you pictured illustrations of 


Established 1880 


Hamachek Vining 
Equipment that in- 
creases efficiency and 
capacity while re- 
ducing labor costs. 


Kewaunee, Wisconsin 


PEA AND BEAN HULLING SPECIALISTS 
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FUTURE IN SUPERMARKETING CANNED FOODS--Continued 


—and, I guess that’s what we’re both 
interested in. 


We, at National, are ready to help and 
so is the rest of the trade. But it must 
be a joint venture—we must tackle this 
thing as a team. We need lots of help 
from you (and I hope you agree that you 
need some help from us). If we meet on 
a common ground we can increase the 
consumption of canned foods, the most 
convenient food items of all. 


We hear much about high food prices 
but the current selling prices for most 
canned vegetables are lower than they 
where twenty years ago, when the 
United States was barely recovering 
from its worst depression and from a 
period of the lowest general prices in our 
history. I realize that the prices at the 
present are lower than you would like to 
see them—and that is due, of course, to 
abundant crops the last few years, but if 
demand would be increased by the con- 
sumer understanding fully the advan- 
tages of canned foods, better prices and 
prices giving a better return to you can- 
ners would be the natural result. Do 
consumers know that canned foods cost 
about the same as twenty years ago? 


So, what does it all come down to? To 
me, it comes down to communications. 
The art of communication is the vehicle 
so vital in bridging the gap btween dis- 
tributing from the farm to the consumer 
and so vital in bridging the gap of under- 
standing between processor and con- 
sumer. We can each do a better job of 
bridging this gap. Let’s tell the con- 
sumer, if you will, how lucky she is to 
be able to go into her favorite super- 
market and make an easy decision and 
select from the excellent array of canned 
foods which are available. Advantages, 
new ideas, mean very little unless the 
facts are ‘sold’ to the trade and consum- 
ers in an accurate, believable and de- 
fensible manner. 


I don’t pretend to be able to enumerate 
a few points of a combined operational 
plan which will completely, and over- 
night, sell the trade and consumers on 
these advantages. I hope at this point 
you don’t look upon me as a know-it-all. 
Its not my purpose to criticize or pass 
along the thought that I have all the 
answers or that I am a gifted oracle. 
But, if I am permitted to ask some ques- 
tions, perhaps the questions will serve 
as catalysts which will start some 
thoughts, some new ideas, some new 
methods which man help to dramatize to 
the trade and consumers the tremendous 
advantages that we have in canned foods. 
If a few thoughts develop from this meet- 
ing which, in turn, will be communicated 
to the public on the aliveness, the advan- 
tages, the leadership of the canning in- 
dustry, this session will be looked back 
upon, by me, as a most worth-while ex- 
penditure of time. 
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SELF ANALYSIS 
Let’s have a short period of critical 
self-analysis. 


Can canners be of great service to con- 
sumers by taking more and more drudg- 
ery out of food preparation? Why not 
save the housewife an additional step or 
two? If green beans are usually served 
with bacon, why shouldn’t canners offer 
the consumers such a product? If canned 
peas are often served with mushrooms, 
why shouldn’t canners add mushrooms 
when peas are canned? Remember that 
the newness and originality of frozen 
foods during the past few years has 
helped the entire industry. When house- 
wives began digging into the frozen cool- 
ers for frozen orange juice, they made 
impulse purchases of other frozen foods. 
New canned foods items will attract the 
canned food section and chances are the 
consumer will buy some of the old stand- 
bys— some of the standbys which are 
actually much improved from the canned 
foods that she bought only a few years 
ago. 


Can canners do a better job of descrip- 
tive labeling by really giving informa- 
tion that is of service? Canners can be of 
service by giving good worth-while serv- 
ing instructions and recipes instead of 
using back panels to plug their products 
and show pictures of plants? Shouldn’t 
the recipes be changed often to give many 
consumption-increasing ideas during the 
year? Shouldn’t the back panels talk 
about the inherent convenience and econ- 
omies of canned foods in big, bold letters? 


Why do most vegetable canners ignore 
the merchandising advantages, consumer 
appeal and extra sales possibilities of 
multiple packaging? Reliable research 
tests have proved that increased sales 
result from multiple packaging. I saw a 
report the other day that a 3-can mul- 
tiple pack of sardines increased sales 34 
percent in Best Markets in Philadelphia. 
I realize its costly, but with the success 
of multiple packaging in beverages, dog 
food, citrus concentrates, etc., it seems 
that canners should be looking hard and 
analytically at the possibilities of mul- 
tiple packs—increased sales might go a 
long way in returning the added costs. 


Canners do some talking about con- 
venience. And, it’s true that canned foods 
are convenient. But shouldn’t they be 
made even more convenient? Shouldn’t 
some of the best engineering minds in 
the country be put on a project to develop 
a way to remove the lid from the can? 
Modern can openers are fine and quick 
but they probably are not quick and con- 
venient enough. A quick snap of the 
wrist opens a beer can. Would the con- 
sumption of canned beer at the present 
be a fraction of what it is today if it 
were not for that simple, inexpensive 
opener that puts that convenient triangle 
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into the top of a beer can? Why couldn’t 
a fruit and vegetable can opener be de- 
veloped along the same principle? A mere 
flick of the wrist and the lid of a beer 
can is removed exposing the contents 
for easy pouring—what a boon it would 
be if a similar thing were developed for 
canned vegetables and fruits. I am not 
an engineer, but if satellites and marvels 
like Univaec can be developed by our engi- 
neers there certainly must be people in 
the country who could design a split- 
second can detopper. 


Why do canners tend to ignore retail 
packaging problems? Proper identifica- 
tion on shipping cartons is lacking on 
many, many items. Identification should 
be large on all four sides stating clearly 
the item, the size, the contents. When 
this is not done, confusion at warehouse 
and retail often results and brings about 
an out-of-stock situation which cuts down 
on movement. Tear strips on cartons are 
used very little by canners. They lower 
our costs and prevent package damage. 
We like them and the canners who pro- 
vide this help. 


Why do canners ignore the selling ad- 
vantages of lithographed can tops? Re- 
member that the shopper looking down at 
the lowest two shelves in a supermarket 
does not see your label as readily as the 
top of the cans. Here’s advertising iden- 
tification space going to waste. It costs 
very little to lithograph the ends— 
wouldn’t it pay off in greater sales? If 
you lithograph the ends, please leave a 
space for price. We would like canned 
foods with litho tops—and I assure you 
that it will not mean that your items will 
be put on the lowest shelves, and they 
won’t land on the highest shelves either. 


Have canners paid enough attention to 
self-stacking nesting cans? Cans with 
concave/convex ends which stack to- 
gether rigidly are a great boon to re- 
tailers. If the present ’nest together-fit 
together’ cans are not to your liking, cer- 
tainly new styles could be developed. The 
housewife would like such convenience in 
her pantry—it all means more sales. 


Why do many canners ignore the ad- 
vantages of associating together in the 
production of items to obtain greater 
plant utilization? I’m not talking pro- 
duction cooperatives. I’m talking mar- 
keting association. Hawaiian Punch is 
now produced in twelve different geo- 
graphically spread plants by independent 
canners. It means more days of plant 
operation, greater economics all the way 
around. By having production closer to 
usage points, the freight savings are 
tremendous—the consumer pays less and 
the trade likes it because rapid availa- 
bility makes it possible to operate on 
lower warehouse inventories. 


Have cannervs gone merrily along their 
way ignoring kitchen design? The frozen 
people have, in my opinion, done a 
good job. They have worked with refri- 
gerator and freezer manufacturers so 
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FUTURE IN SUPERMARKETING CANNED FOODS--Continued 


that it is easy to store frozen products in 
the home. Shouldn’t canners be working 
and spending funds on the development 
of kitchen equipment—kitchen racks that 
will conveniently dispense single cans— 
put the convenience of cans right at the 
fingertips of the housewife? The proper 
kitchen equipment would take canned 
foods out of the basement and put them 
handily available on kitchen counters. 


Should canners do extensive research 
on can size? Are canners sure that the 
303 can that has grown so greatly in 
popularity in the past few years is the 
proper size for the majority of families? 
Rather than developing packages in a 
convenient size to process and_ ship, 
shouldn’t a large study be done to see if 
the contents are proper for most people? 
There has been little change in can sizes 
since World War II, yet all of us know 
that the average family size is increas- 
ing rapidly. The amount of contents 
should be made available for small 
families, average families and large 
families. Also, it does not necessarily 
follow that a family of four wants the 
same number of cunces of tomatoes as 
they do of green beans. Research would 
quickly answer these questions for us. 
The soap pecple have recognized the 
large, economy size. Heinz, that well- 
established catsup, is out with a new, 
larger family size. French’s mustard is 
out with a larger package. Chef Boy-ar- 
dee has developed a larger package. 
From what I know of movement cn these 
items, it is good and it has brought new 
enthusiasm and greater total share of 
market to these far-sighted processors. 
Ipana toothpaste has just introducted a 
squeeze bottle toothpaste that has three 
times the normal amount of paste and 
they have said to heck with the old. I 
understand the price is about $1.19 at 
retail versus the old 39¢ tube of paste. It 
it thought that it will bring new enthu- 
siasm into shopping for toothpaste and, 
from what I have seen of the package 
and heard of the merchandising plans, it 
sounds like it willbe a huge success. 


Should canners take the story of can- 
ned foods to the public? The automobile 
dealers take their new cars to the public 
in a dramatic way with automobile 
shows. Couldn’t canners, with a travel- 
ing show making market after market, 
show the customers the quality of canned 
foods and awaken interest in consumers 
so that they will know the potential and 
the possibilities of cooking and serving 
— with canned foods playing a major 


“hould canners make use of a cross- 

clion panel of retail food merchandis- 
eis to sit in session and suggest changes 
avd improvements both in package and 
) ‘oduct? The people on the selling line, 
even though you think they are tough 
and not sympathetic with your problem, 
are mighty close to the consumers and 
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their attitudes and preferences. They 
would be pleased to sit in with you and 
air their suggestions. 


Are many canners letting a few do the 
entire advertising and promotional job? 
It seems to me that the smaller canner 
often has some unkind things to say 
about the larger canners who are con- 
tinually expending their funds and ham- 
mering away at the public telling the 
story of canned foods. This seems to be 
a bit short-sighted and when I hear such 


talk in my office, it falls on deaf ears. In 
my mind, some of the larger aggressive 
canners are doing the smaller canners a 
great service. They are continually re- 
minding the consumer to buy more can- 
ned peas, buy more canned corn, buy 
more canned beans, giving the consumer 
ideas on how to prepare these products 
more tastily. And, it certainly follows 
that the consumer does not always pur- 
chase the so-called advertised brands. 
They are rendering a great service to the 
entire industry, and a canner, no matter 
how small, in my opinion, can do his part 
by carrying on a strong communication 
program. Perhaps he can afford nothing 


(Continued on Page 51) 


BOOTH 
AT THE CANNERS’ SHOW, 
ATLANTIC CITY, JAN. 18-22 | 
| A representative of the Tin Research Institute will 
| also be on hand to answer technical questions. 


FOR CURRENT INFORMATION 
ON STRAITS TIN—RESERVES, 
SUPPLY, PRODUCTION— 


THE MALAYAN TIN BUREAU 


REMEMBER There is plenty of Straits Tin 


available at a fair and reasonable price. | 


There is still as much tin in the ground in Malaya 


as the total so far taken out. 


The Malayan Tin Bureau LS 
Dept. 30A, 1028 Connecticut Ave., Washington 6, D.C. 


VISIT 


MALAYAN 
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MANAGEMENT 


Management--The Key To Success 


By A. EDWARD BROWN 
Michigan Fruit Canners, Inc., 
Benton Harbor, Mich. 


President, National Canners Association 


A canning business, in common with 
other industrial enterprises, has many 
important aspects which directly affect 
its success or failure—the availability of 
suitable raw product, proximity to mar- 
kets, the technical know-how to pack and 
sell, and the financial resources neces- 
sary to opreation. One of the most fun- 
damental phases of this or any other 
business, however, and one which touches 
upon every aspect, is management. In 
talking with canners all over the coun- 
try I find that despite geographic and 
product differences, all of us have this 
common problem. In every section of the 
country we find that certain canners have 
been conspicuously successful over the 
years, whereas others, with equal avail- 
ability of raw product, with equal skil! 
in the technical processes of canning, and 
(in the beginning at least) with equal 
financial backing, have failed to grow 
and prosper. An analysis of the differ- 
ences between those which succeed and 
those which falter or fail leads to the 
conclusion that the principal variable is 
the competence of the management. 


The ability to organize men, money and 
machines into an_ effective, smoothly 
operating, and profitable business is not 
easy to come by. It requires special apti- 
tudes, energy, and, above all, judgment. 
Management in its various aspects serves 
as the cement which holds the structure 
together, the lubricant which keeps the 
machinery running, and the control panel 
which regulates the entire intricate 
mechanism. This is true whether the 
business be large or small, whether it be 
a one- or two-line cannery or a giant 
enterprise with national distribution, 
whether it be an individual proprietor- 
ship or a publicly owned corporation 
being managed for thousands of stock- 
holders. 


Almost every function which must be 
performed by the management of the 
very largest canner must also be carried 
on by the smallest. Plant, machinery, 
labor, and working capital must be pro- 
vided, raw material and supplies pro- 
cured, the end preduct manufactured and 
sold, financial and cost records kept. The 
difference lies in the complexity of the 
operation rather than in basic manage- 
ment functions. One man or a few men 
may find it necessary to carry on all 
management functions at the same time, 


Address before the Tri-State Packers’ Associa- 
tion Convention. 
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but they must be performed. None can 
be slighted if the business is to prosper. 
All most be given their full measure of 
time, attention and thought. 


THREE MAJOR 
MANAGEMENT AREAS 


Let us examine for a moment the three 
major areas in which management must 
operate — production, marketing, and fi- 
nance. These are the industrial battle- 
grounds which test the training, the skill, 
and the quality of business leadership. 
They are interdependent. All must be 
given their full measure of time, atten- 
tion, and thought. Too much emphasis 
on sales at the expense of production may 
result in a falling off of quality or an in- 
crease in cost which will defeat the most 
enthusiastic sales effort. Over-produc- 
tion, on th other hand, may set at naught 
the most capable and effective sales pro- 
gram. Failure of management to keep 
its financial house in order will inevitably 
lead to failure regardless of the effective- 
ness of the sales effort or the quality of 
the product. 


PRODUCTION 

Take the matter of production, which 
would include, of course, the acquisition 
of raw product, the control of quality, 
the purchase of supplies, the manufac- 
turing process and warehousing. Man- 
agement operating in this field should, 
it seems to me, make certain that the 
quantity of raw product purchased is in 
line with the firm’s ability to pack, fi- 
nance, and sell the same in finished form; 
that the price at which it is purchased 
will allow the canner to sell the finished 
product in competition with other can- 
ners in the same or other areas; that the 
quality is such as to permit a first-class 
finished product; that costs of acquisi- 
tion or transportation to plant do not get 
out of line with those of competing can- 
ners; that field boxes, hampers, and other 
packages furnished by the canner are 
properly accounted for. 


In the manufacturing process itself, it 
would seem logical for a canner to exam- 
ine carefully such factors as waste, direct 
and indirect labor costs, overhead items, 
warehousing expense, damage in process 
or storage, and every other aspect of 
manufacturing costs to ascertain beyond 
question that the same are competitive 
with other canners of the same or of com- 
peting products. 


THE CANNING TRADE 


MR. BROWN 


Lest I be accused of oversimplification 
and of telling you something which you 
already know better than I, I would like 
to call your attention to certain. very 
significant differences in costs between 
representative canners of one vegetable 
and one fruit item. I am not at liberty 
to disclose the source of this material, 
but you have my assurance that it is 
based upon actual facts ascertained as a 
result of comprehensive studies. 


In the case of the canned vegetable, 
which is packed in a number of areas 
throughout the country, the acquisition 
cost as between different canners varies 
as much as 11 cents per case, direct labor 
by as much as 10 cents a case, and the 
packout by over five cases to the ton. 

In the case of the fruit items, the dif- 
ference in acquisition and direct labor 
costs, taken together, amounted to over 
12 cents per case, and the pack-out varied 
by as much as 11 cases to the ton be- 
tween packers in the same general pro- 
duction area. 


In this highly competitive industry, no 
canner is in a position to find himself on 
the high side of such wide variations in 
acquisition and labor cost and _ finished 
product recovery for very long. Such dif- 
ferences cannot possibly be recaptured in 
the selling price, regardless of the repu- 
tation of the firm or the quality or ac- 
ceptance of its product. 


MARKETING 


In the field of marketing or selling, 
successful management will develop and 
use a realistic marketing budget to fore- 
cast sales, will keep records of actual 
sales, and will revise the forecast from 
time to time to keep it realistic. It will 
develop a carefully worked-out pricing 
policy that will insure the widest possi- 
ble markets for its products. It will base 
its pricing on actual known facts and not 
on rumor and hearsay as to what a com- 
petitor is doing or is not doing. It will 
develop both old and new markets by 
determining their characteristics and re- 
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light. 


CARL HAND SUGAR REFRACTOMETER 


MADE IN WEST GERMANY 


* A small, compact, handy instrument of great accuracy. 


* Two models available; one with measuring range of O - 50%, the 
other of O- 85% dry substance (two scales: O -50% and 50-85%). 


* Measurements can be be carried out by transmitted or reflected 


* Built-in thermometer 10 - 40° C. 
* Illuminating prism easily detached for cleaning. 


Free detailed literature sent upon request 


CARL ZEISS, INC.. 


Guaranteed uninterrupted repair service 


485 Fifth Avenue, New York 17, N. Y. 


(1) 


Carton Tape Sealers. Top and/or bottom 
flaps also onto end panels, 


(2) 


Carton top flap-gluer. And/or tape 
sealer as required. 


(3) 


after filling. 


The Most Dependable line... 


CASE SEALING WITH 


Carton- Maker Bottom-Flap-gluer and/or 
Taper, before filling also seals top flaps 


TAPE AND/OR GLUE . . 


(1) General’s tape sealer, a natural for rule 41, tape seals automatically, 
up to 25 or more cases per minute, single-strip, top and/or bottom flaps 
only, plus end-panels, if required. It’s always ready.” Tape also serves 
as dust and pilfer-proof seal. Seven feet minimum length for top flap 
sealing. 

(2) General’s automatic top flap-gluer and/or taper of filled containers 
has no equal. Has closed-system for gluing. There’s no need for “clean- 
up,” it’s always ready. Saves 2 hour production time daily. CLOSED- 
SYSTEM CAN REPLACE GLUE-POT METHOD IN OTHER 
MACHINES NOW IN USE. 

(3) General’s Carton Maker (see photo 3) ONE-MAN bottom flap-gluer 
and/or taper of unfilled cartons. A TWO PURPOSE MACHINE. Does 
more and better for less. ALSO SEALS TOP FLAPS AFTER FILLING. 
Minimum 5’ wide by 9’ long. HAS “U” RETURN DELIVERY to common 
roller table (Pat. Pend.). It has no equal. 

e General’s case sealers have all the design features that engineered the 
unequaled “General Line” for taping or gluing the “manufacturers- 
joint” in container manufacturing plants throughout the industry. It’s 
really wise to General-ize. There’s nothing like them. 


THE BEST NAME IN TAPING AND GLUING 


It costs to put off—Wire or phone now— 
GENCO, Palisades Park, N.J. and GENCO, Hamburg, Germany 


GENERAL CORRUGATED MACHINERY CO., INC. 


PALISADES PARK 9 Windsor 4-0644 _ NEW JERSEY 
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MANAGEMENT--THE KEY TO SUCCESS--Continued 


quirements and determining what can be 
done to meet them, and will keep in con- 
stant communication with its brokers or 
salesmen and its customers and their 
buyers or buying agents. 


A canner’s production can only be sold 
once, and it is his job, if he is to be 
successful, to be sure that it is sold at 
the best possible advantage. Too often 


‘a canner’s production is sold too early or 


held too long, so that he always gets the 
bottom of the market. A careful market- 
ing budget will help prevent such an 
eventuality, but, above all, a careful 
study of the market, the stocks, the po- 
tential demand, and a delicate sense of 
timing is essential. 


Some very successful canners attempt 
to budget their sales and shipments so 
that they are always on the market, and 
have stocks to sell and ship during most 
of the year. They avoid forward commit- 
ments which bind them to sell at a low 
figure while leaving the buyer free to 
accept or not, depending upon the rise 
or fall of the market. They realize that 
if the market falls they must decline in 
any event, and therefore make no com- 
mitments for future delivery except at 
their price in effect at date of shipment, 
thereby giving them an opportunity to 
participate in any advance which may 
occur later in the year. 


FINANCE 


The area of finance is in some ways 
the most important of all. No matter 
how excellent the quality, how effective 
the sales effort, how competitive manu- 
facturing costs may be, if the operation 
cannot be financed properly, if a canner 
bits off more than he can chew, if he does 
not have the warehousing and credit fa- 
cilities to permit an orderly flow of goods 
into the market, he will, in the end, be 
forced to sacrifice. Nothing is more tragic 
than to be faced with the necessity of 
selling goods at less than their value or 
less than the market would justify sim- 
ply to meet next month’s bills. Equally 
tragic is the case of the canner who, un- 
able to afford adequate storage space, 
must sell before winter makes an un- 
heated warehouse inadequate. 


You may say that this is very well for 
the large canner, but how about the little 
fellow? The answer would appear to be 
that you do not have to be a millionaire 
to operate a successful canning business 
provided you cut your coat to fit your 
cloth. Keep packs within your ability to 
finance. As funds build up, judicious 
division between new production and 
storage facilities and working capital 
must be maintained. Banks normally are 
eager to finance successful canners who 
by reason of conservative financial prac- 
tices, good costs, successful sales experi- 
ence can and do keep their financial house 
in order. Many small canners have devel- 
oped adequate finances over the years by 
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just such a program. Always remember 
that the big canner was small at first. 


BUILT IN CONTROLS 


In order to accomplish all of these 
things, management must have built-in 
controls. The cornerstone of effective con- 
trol is to determine how good a job is 
being done. No management tools have 
control value unless they contain a basis 
for the measurement or evaluation of the 
function or job analyzed. This is true 
whether the control is to be applied to 
the cost of its product, to its quality, to 
items of expense or capital improvement, 
to utilization of facilities, turn-over, in- 
ventory, sales, labor standards, or any 
other aspects of a business. 


Standards must be set and, if devia- 
tions occur, someplace along the line a 
gong, figuratively speaking, must sound. 
The days when management could rely on 
personal, on-the-spot observations as the 
primary means of getting information 
are long gone. 


Management controls, to have value, 
must be prompt, must be well organized, 
must be adequately présented. A mere 
mass of figures is of little value even 
though it may contain all of the essential 
information. They must be arranged in 
such a manner that departures from 
standard immediately come to light. 
Accountants, fortunately, are learning to 
think more deeply of the techniques of 
presenting reports which highlight sig- 
nificant trends in the business. 


It goes without saying that control in- 
formation, to be of value, must be accu- 
rate. If accuracy is to be achieved, every- 
one in the organization is involved to a 
greater or lesser degree. In every busi- 
ness, most information comes originally 
from some memo, sales slip, time card, 
invoice, ticket, or similar document, 
many of which are prepared in the first 
instance by hourly rated employees with 
no management function. Unless the 
accuracy of all these source documents 
is insured, the best books of account, the 
finest mechanical accounting machine, or 
even an electronic brain will not come up 
with reliable figures. 


MANAGEMENT PERSONNEL 


A basic industry problem which execu- 
tives all over the country are attempt- 
ing to solve is that of management per- 
sonnel. Everyone realizes that manage- 
ment, to be effective, must be regenerat- 
ing. No firm should find itself in a posi- 
tion where the death of its president or 
a principal operating officer makes it 
difficult or impossible to carry on. A 
business which must be sold or liquidated 
by reason of the death or incapacity of 
management personnel will seldom, if 
ever, bring a fair price. Even a moder- 
ate-sized business should have younger 
men ready to step into vacancies as they 
occur. The very smallest enterprise 
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should have at least one good man com- 
ing along. This, however, leads to new 
problems, since to attract the type of 
men necessary to create a reservoir of 
management talent, a sound promotion- 
policy is required. A good man must see 
an opportunity to advance in the organ- 
ization or he will soon take his talents 
elsewhere. 


Recruiting young management talent 
is not easy. Added to the inherent dif- 
culty of recognizing latent ability is, of 
course, the intensive competition for 
engineers, chemists, business school grad- 
uates, and accountants by corporations, 
large and small, all over the country. 
This competition has become so fierce 
that recently one company which sent 
out three recruiters to the various col- 
leges got only one of them back. The 
other two had themselves been recruited 
by representatives of other employers 
making the rounds of the campuses. 


RESEARCH 


Another management responsibility re- 
lates to research—to create new products 
and improve existing ones. Research does 
not necessarily involve a great laboratory 
staffed with scientists in white coats. It 
is a state of mind. Many of the most 
striking developments in the canning in- 
dustry in recent years have come out of 
relatively small canning plants—tomato 
juice and baby foods to mention only two. 
Research is the stuff that growth is made 
of, and all of us, large or small, must 
bend every effort to see that the parade 
does not pass us by. Someplace in the 
canning industry today, perhaps by com- 
panies represented in this very room, 
products are being developed which 10 
or 20 years from now may represent tre- 
mendous volume. It is the job of the 
owner or manager of every firm to make 
sure that no opportunity in this field is 
overlooked, to examine every new devel- 
opment so as to determine whether or not 
it will fit in with his production and dis- 
tribution facilities and, wherever pos- 
sible, to lead rather than follow in prod- 
uct development, 


A field in which research—market re- 
search—could well be helpful is that of 
can sizes. Are we sure that the 303 can 
is suited to today’s somewhat larger 
young families? Is there not a market 
for a larger can of vegetables? We all 
know that when we went from the No. 2 
to the 303 it became necessary for us to 
make 20 percent more sales to move the 
same tonnage. Is it not possible that the 
time has come to reverse this process? 
I urge canners everywhere to take a 
good, hard look at this problem. It may 
be one of our great opportunities. 


We as canners must take note of every 
advance in the art of management and 
of every new or improved tool which may 
become available. We all know from first 
hand experience the effect on our busi- 
nesses of the cost-price squeeze which is 
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SCOTT VINER HYDRAULIC ELEVATOR 


Handles any food commodity that can be elevated or con- 
veyed in water—hot, cold, or refrigerated. 

This new unit combines all of the outstanding features of 
earlier models of Scott Viner elevators, plus — 


@ The new hopper design permits more accu- 
rate control of water level. 

@ Feed hopper is only 2044” above the floor 
level at the pre-mixing chamber for easy feed- 
ing from low discharge units. 


‘ @ Motor is high and dry — fully protected from 
splashing water and steam. 


@ New design simplifies cleaning of all exposed 
surfaces. 


3”, 4”, 5”, and 6” pump sizes—choice of single- 
vane or two-vane Weinman pumps, standard 
drive or variable speed drive (at additional cost). 
Also available with stainless steel hopper or all 
stainless steel contact parts. 


Write or Wire for complete information 


Visit Us At Booth 12, Soup Ave., 
At the Convention 


THE SCOTT VINER COMPANY 


1224 Kinnear Road Columbus 8, Ohio 


Unscrambler handles bright cans 
gently great savings 


* One man operation 


* Handles sizes 202 to 
404, inclusive 3 


* Very gentle 


q * Portable 
See at Booth 24J 


National Canning 
Machinery Show 
SHUTTLEWORTH MACHINERY CORP. 3 Atlantic City—Jan. 18-22 


WARREN, INDIANA 
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COST ACCOUNTING 


The Benefit of 
Uniform Cost Accounting 


By C. E. PALMER, 
Treasurer, Hawton Foods, Ine. 
Oakfield, N.Y. 


In the Spring of 1951, the New York 
State Canners and Freezers Association 
engaged Wayne Mayhew & Company, 
now merged with Touche, Niven, Bailey 
and Smart, to conduct a cooperative uni- 
form cost accounting program for those 
of its members who desired the service. 

I am here today to tell you rather 
briefly of the benefits of such a program. 
First, let me outline what is meant by 
an industry cost accounting program. It 
is one in which the members use—fov 
cost purposes (A)—A uniform classifica- 
tion of accounts; (B) —A_ uniform 
method of allocating direct costs, and 
(C)—A uniform method of allocating in- 
direct costs, and one in which the mem- 
bers cooperate in allowing their cost in- 
formation to be consolidated into industry 
averages which are reported to the group 
as a whole. Each individual company 
receives its own cost information com- 
pared with the industry average. The 
information is obtained by personal visits 
of representatives of the accounting firm 
so that the cost information will be uni- 
formly and acccurately determined. No 
product is reported unless five (5) or 
more canners produce the item and no 
one company is dominant in the produc- 
tion of that item. The information so ob- 
tained is reported to no one but the mem- 
bers of the service and they receive only 
combined information about other can- 
ners—no confidential information is 
divulged. 

A one-week school was held at the start 
of the program in 1951, and twice since 
then, during which company represen- 
tatives were instructed in uniform cost 
accounting methods and procedures and 
how to figure daily and seasonal costs 
under the program. 


REPORTS 


The adoption of this program has made 
evailable to New York State Canners and 
Freezers a simple and practical cost sys- 
tem, including: (A) pre-season cost esti- 
mates; (B) seasonal costs, and (C) an- 
nual costs. This has had the effect of 
making them much more cost conscious 
and more efficient in their operations. 
The pre-season cost estimate is based on 
grcup average costs for the previous year 

Talk before the Tri-State Packer's Association 
December 17, 1957, 
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adjusted to reflect current costs and is 
very useful to the individual canner or 
freezer to check his own estimates. 


As soon as possible after completion 
of the season’s pack, actual cost studies 
are prepared from records of each mem- 
ber. This data is reported in averages of 
the high, middle, and low cost groups 
with each member receiving his own ex- 
perience as compared with the three 
groups. From this report he can make a 
very careful analysis of his own labor 
and raw product costs in comparison 
with other companies in his own area. 


Labor is compared by standard labor 
steps. For example, the labor on Peas 
is separated into: 


1. Vining 

2. Receiving and general preparation 
3. Processing 

4. Case and Stack 


Under the standard procedure “Vining 
Labor” includes the labor cost of receiv- 
ing and weighing the vines, threshing 
and grading the shelled peas, including 
mechanics and supervisors of this opéra- 
tion. “Receiving and General Prepara- 


tion” labor includes all labor from the 
time the Peas enter the first washer until 
they reach the closing machine, includ- 
ing clean up work, mechanics and super- 
vision in this department. 


I have cited these as illustrations of 
“Uniform” costs and to show you that 
members can locate where their costs are 
out of line. Raw products costs per ton 

. . as well as case yields and grade 
yields, are reported and compared with 
group results. Variations in costs are 
specifically mentioned in the reports to 
each member. In addition, pre-season 
cost estimates are released to members a 
few weeks ahead of each seasonal pack 
as well as the report on actual direct 
labor and raw product costs, which is 
released soon after each pack. 


A third report is made covering all 
costs as most canners close their fiscal 
year about May 31, actual factory bur- 
den, general overhead, and other costs 
infiuenced by total production or sales 
can be established and final costs, to pack 
and sell each variety included in the 
study, can be reported in June or July. 


Every item’ of cost is included in this 
report and compared with the members 
own experience, by plant. This data is 
shown on a “Per Case” basis the same as 
labor and raw product. A detailed report 
is also made comparing: 

Superintendence and Indirect Labor 

Payroll Taxes and Insurance 

Cans 

Cases 

Fuel, power and-water 

Factory burden 

Shipping costs 

Direct Selling costs 

General Overhead 

There is no area of cost which is not 
reported and, consequently, no member 


Comparison of wage rates and direct labor cost increases for 
green and wax beans in New York State 
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can be misguided about his true costs by 
the omission of a concealed expense. It 
is then squarely up to each processor to 
study his own operations and do what he 
thinks best .. . but the real value of our 
system is the confidence of the members 
that the figures are correct. They can 
trust the report because the figures are 
picked up by independent accountants 
and uniform methods of allocating direct 
and indirect costs are used. 


The first reports were a revelation to 
every one of our New York members and 
a tremendous effort has been made by 
each of them to get his costs in line with 
the others. Some canners have discon- 
tinued certain items because they were 
not favorably located for the efficient 
production of those varieties. Others 
have increased their production in order 
to reduce their factory burden and gen- 
eral overhead costs. Several plants have 
been dismantled and operations consoli- 
dated with other plants to increase effici- 
ency and reduce costs. 


A constant search goes on for new 
products which may be profitably pro- 
duced during the off-season in order to 
reduce overhead and to maintain stable 
employment of skilled production, main- 
tenance and supervisory people. New 
machinery is constantly being added in 
the search for better quality and lower 
production costs. 


In my own company, for example, a 
major product line has been newly in- 
stalled or undergone extensive changes 
during each year since 1950. We closed 
one single product plant and stepped up 
production at another. We have added 
one or more new major product lines to 
each of three other plants. It is true that 
some of all of these changes might have 
been done anyway, but cost reduction— 
after studying the cost reports—was the 
purpose of these changes. 


ACCOMPLISHMENTS 


To illustrate what has been done in 
New York since uniform accounting was 
adopted, I have prepared a chart which 
illustrates trend of the labor cost of pack- 
ing a case of 24/303 Fancy 4 sv. Cut 
Green or Wax Beans. Our program was 
started in the Spring of 1951 by making 
au study of 1950 costs. You will see that 
(he 1950 cost is shown on the chart as 
i00 percent. Now, note that the cost per 
vase decreased every year, in spite of in- 
creasing labor costs, until 1956, when the 
iiinimum wage rate was hiked from 75 
cents to $1.00. The figures show that 
while wages increased approximately 
“2 percent during this period, the labor 
cost declined 15 percent. 


The decrease in costs illustrated for 
‘ut Beans holds true for all varieties 
venerally, I have used Beans only be- 
use that information was right at 
‘id. The point is that labor costs are 
controllable. Although I have put on the 
cinrt only the weighted average costs 
‘or all participating canners, there was 
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a diffreence from 12 to 22 cents in the 
labor costs between the group averages 
of the high cost and low cost canners 
during the period shown. 


The cost data received by each member 
in the study shows him his exact costs 
compared by each labor step with the 
average of the low cost group and he 
knows where he must devote his atten- 
tion in order to achieve the greatest cost 
reduction. One of our larger New York 
canners told me a few weeks ago that he 
was able to reduce his receiving labor on 
Snap Beans by 40 percent as a result of 
changes made after studying the 1956 
report . . . similar savings have been 


made by others. Reductions in direct 
labor costs, increased yields per ton of 
raw product, reduced factory burden and 
general overhead expense, all have oc- 
curred as a result of the reliable infor- 
mation furnished under our program. 


Every element of cost must be under 
control in order for the individual can- 
ner or freezer to be in a competitive posi- 
tion—market-wise and profit wise. Of 
lesser importance, but of real benefit to 
any company, is the value of the com- 
plete cost data in making up interim re- 
ports, budgets, and cash flow sheets that 
are so useful to management and to 
banks for financing purposes. 


POLY CIDE 
definitely CHECKS cannery odors! 


as prescribed, for 
your problem, 
without harm 
or damage. 


You are cordially 


invited to visit our booth No. 22 
Fruit Ave. at the Canners 


National Convention 


BROOKS POLY-CIDE Odor Control 
Treatments solve odor problems, quickly, 
economically and satisfactorily. No complex 
feeder, storage space or man power is 
needed in the application of 

POLY-CIDE treatments. 


BROOKS POLY-CIDE Odor Control 
Treatments are liquid formulations 
that can be sprayed on 
stacks or mixed with water, 


check with 


BROOKS 


and be sure | 


Brooks Field 
Engineers are 
available for 
technical service 
anywhere, anytime. 


Atlantic City, January 18-22, 1958 


PLANTS 


87th St. Cleveland 27, Ohio & 46! Cumberland Ave Hamilton, Ontorio 
Offices In Principal Industrial Cities 
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Paulus Brothers Packing Company, 
Salem, Oregon, will operate as_ the 
Paulus Brothers Packing Company Divi- 
sion of Hawaiian Pineapple Company, 
Ltd., beginning January 1. All of the 
Paulus assets have been transferred to 
the parent company, which now assumes 
all outstanding liabilities. The Paulus 
business will continue to be carried on as 
before with the same policies and the 
high standard of service. 


Country Gardens, Milwaukee, Wiscon- 
sin, will maintain headquarters in Parlor 
718 at the Shelburne Hotel, Atlantic City, 
January 19 to 23 for the National Con- 
vention. 


Lord Mott Company, Baltimore can- 
ners, has appointed Faulkner & Company 
its exclusive representative for its full 
line of canned vegetables and diet pack 
foods in the Baltimore, Maryland and 
surrounding metropolitan area. 


Dr. H. D. Brown, Worthington, Ohio, 
who just recently retired from Ohio State 
University’s Faculty, and who for many 
years rendered invaluable service to the 
Ohio canning industry, is now coordina- 
tor of research for the National Potato 
Chip Institute and will attend that organ- 
ization’s annual meeting at Holliday, 
Florida, January 21 to 26. 


Knouse Foods, Peach Glen, Pennsyl- 
vania, has announced the apopintment of 
Miss Madeleine Hall of Philadelphia as 
Director of Home Economics, where she 
will be allied with the firm’s Research 
Division in the creation of new products 
for mass feeding, and will direct recipe 
development for “Lucky Leaf” products. 
Both programs are under the supervision 
of Technical Director Dr. James R. Oyler. 
Miss Hall formerly was Eastern Regional 
Home Economist of Philco Corporation, 
where she affiliated with home service 
agents and home economies teachers in 
13 Northeastern states, and conducted 
regional dealer sales training programs. 


Alexander-Spaulding Company, Hous- 
ton, Texas, food brokers, have announced 
that Ralph H. Wells has joined the staff 
as retail merchandising and sales super- 
visor, succeeding Lloyd Brock, who has 
taken over the Beaumont, Texas, terri- 
tory. 
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Ozark Canners Association will hold its 
50th Annual Convention at the Colonial 
Hotel in Springfield, Missouri on Thurs- 
day, February 20. 


Charles A. Pascarella, formerly gen- 
eral traffic manager for Francis H. Leg- 
gett & Company, where he had direct 
supervision of all transportation activi- 
ties, including operations and manage- 
ment of large fleets of trucks in various 
cities, has formed the Transportation 
Management Company with offices at 100 
Hudson Street, New York City, offering 
a consultation service in transportation 
management and labor relations. 


Northeastern Michigan Food Brokers 
Association, at their December meeting, 
elected the following offiecrs, all of Sagi- 
naw: President, Robert Finley, E. G. 
Patton Company; Vice-President, Max F. 
Tucker, Ralph O. Tucker, & Son; Treas- 
urer, John Mondor, John Mondor Com- 
pany; and Secretary, Elmer Gunther, E. 
C. Gunther Company. 


The Pfaudler Company Division of 
Pfaulder Permutit, Inc., Rochester, New 
York, has announced the appointment of 
Donald K. Weidner as sales representa- 
tive for Eastern Pennsylvania with head- 
quarters in Philadelphia, replacing Fred- 
erick Josenhans, who has taken over the 
New Jersey sales territory. 


Tuna Agreement—The dispute of the 
rights of American fishermen to operate 
tuna fishing craft off the coast of Chile 
has been settled, with the Tuna Boat 
Association of San Francisco, Calif. 
agreeing to pay fines and tariffs for fish- 
ing within a three-mile limit of the 
Chilean coast. Early in December Chilean 
planes fired blank cartridges at the 
American fishermen as they came within 
the 200-mile limit set up by Chile as ter- 
ritorial waters. This limit is not gen- 
erally recognized internationally. The 
agreement to pay Chile the fines for vio- 
lating a three-mile limit and to pay tar- 
iffs in the future was signed by Harold 
Curry, representing the Tuna Boats 
Association and the Chilean Government. 
A temporary plan will permit the U. S. 
boats to travel the 200 miles off-shore 
area claimed by Chile. 
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Supers Merge—The Boards of Direc- 
tors of Alpha Beta Food Markets and 
Raisin Markets, Southern California 
supermarket operators, have agreed on 
terms of a proposal whereby Alpha Beta 
will acquire the outstanding common 
stock of the Raisin chain. The purchase 
consideration is understood to be an 
offering to Raisin stockholders of cash 
and Alpha Beta debentures. Alpha Beta 
presently operates 35 supermarkets in 
Los Angeles, Orange, San Bearndino, and 
Riverside counties, while the Raisin chain 
consists of 13 units in Los Angeles and 
Orange counties. 


Continental Can Company has under- 
taken a program of financial aid to edu- 
cation to include contributions to quali- 
fied associations of independent liberal 
arts colleges which do not receive tax- 
payer support, and unrestricted grants 
to individual institutions. General Lucius 
D. Clay, chairman of the board, an- 
nounced that Continental has contributed 
approximately $100,000 in these two 
forms of educational purposes in 1957, in 
addition to its disbursements for scholar- 
ships and capital grants. Under the new 
program Continental will not only make 
unrestricted grants to individual institu- 
tions, for use entirely as they see fit, but 
help support numerous worthy smaller 
institutions through their own state and 
regional associations. The Continental 
chairman said this is the first year the 
Company has made contributions to these 
associations of colleges and universities. 
Twenty-eight associations, representing 
institutions in 29 different states in which 
Continental plants are located, were re- 
cipients of these grants. 


Roland H. Johnson, former sales man- 
ager of the Can Machinery Division of 
E. W. Bliss Company, is offering a con- 
sulting service to the can, container, and 


’ closure industry. Mr. Johnson has had 


some 25 years of experience with can 
making machinery, including Bliss, Bald- 
win-Lima-Hamilton, and Standard Knapp 
equipment. He will offer consultation, 
survey, machinery procurement and in- 
spection services to can makers and food 
packers, both here and abroad. 
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100TH ANNIVERSARY of California’s 
billion-dollar food-canning industry — to 
be celebrated in 1958—is subject of con- 
ference as Peter Ganine (left), scupltor- 
designer, shows his preliminary model 
of the anniversary medallion that will 
highlight state’s rank as leading U. S. 
canned food producer. Conferring with 
Ganine are Oscar Hayes (right), presi- 
dent of the Canners League of California, 
and R. C. Stolk, West Coast vice presi- 
dent of the American Can Company. Mr. 
Ganine is executing the work under a 
commission jointly sponsored by the Can- 
ners League and American Can Com- 
pany. The medallion’s design features 
the map of California, a cornucopia of 
fruits and vegetables, and a symbolic fish. 


CALIFORNIA’S HUNDRED YEARS 


Nation’s Largest Food Packing State 
Plans 1958 Centennial Of Canning 


California food canners and associated 
suppliers are launching a year-long cele- 
bration in 1958 to mark the 100th, anni- 
versary of commercial canning in the 
state. 

The centenary finds California in the 
number-one U. S. position as a producer 
»f canned food. Canning and allied activ- 
i‘ies rank as the largest providers of em- 
loyment among peace-time industries in 
the state. 

Industry-wide preparations for the 
1958 observance included advance com- 
missioning of designer-sculptor Peter 
‘anine to execute an official medallion 
and insignia which will be used to sym- 
lize the anniversary year. The medal- 
‘on features the centenary slogan 
‘erito primus”—“through merit, to first 

‘ranine’s design, commissioned by the 
‘anners League of California in coop- 
‘ration with the American Can Com- 


{HE CANNING TRADE 


January 6, 1958 


pany, will be used prominently as a deco- 
rative theme on January 8 when canners 
and suppliers join in the first event of 
the centennial: a kickoff banquet in San 
Francisco, from which gift cases of as- 
sorted California canned foods will be 
dispatched to the White House, to Vice 
President Richard Nixon, and to the 
governors of the 48 states, Hawaii and 
Alaska. 


The official anniversary medallion will 
appear on the gift cases and on special 
labels that will adorn each can in the 
packages. A _ king-sized replica of the 
medallion will also provide a symbolic 
backdrop for the banquet program, which 
will include anniversary talks by James 
Mussatti, general manager of the Cali- 
fornia State Chamber of Commerce; 
W. C. Jacobsen, director of the Cali- 
fornia Department of Agriculture; Dr. 
H. R. Wellman, vice president of Agri- 
cultural Sciences, University of Cali- 
fornia; and A. Edward Brown, president 
cf the National Canners Association. 


In addition to officials of the Canners 
League, banquet guests will include heads 
of California associations representing 
canners of products such as olives, sea- 
food and citrus. 


Later events planned for 1958 by can- 
ners and cooperating suppliers include 


installation of plaques at early canning 
sites in honor of pioneer processors; is- 
suance of a Governor’s Proclamation to 
emphasize the growth and progress of 
the industry over the past 100 years; 
and an extensive program of local activ- 
ities to stress the part played in the 
industry’s development by key canning 
regions throughout the State. Industry 
committees have been named to foster 
cooperative activities with the public 
schools, civic and service clubs, cham- 
bers of commerce, fairs, public utility 
companies, State and Federal agencies, 
and retail outlets. 


President O. R. Hayes of the Canners 
League — representing fruit and vege- 
table canners — said that he and M. A. 
Clevenger, CLC executive vice president, 
are working toward “a truly industry- 
wide commemorative program” in close 
consultation with supplier concerns and 
specialized segments of the canning in- 
dustry, represented by such key groups 
as the California Olive Assn., Southern 
California Food Processors Assn., Cali- 
fornia Fish Canners Assn., and other 
industry groups inside and outside the 
canning industry. 

Activities relating to the centennial 
program are being coordinated from the 
League’s offices at 215 Market Street, 
San Francisco. 


e Controls batches 

e Decreases labor costs 
e Increases production 


lint, and sugar 
Spillage 


NULOMOLINE 


The quality liquid sugar 
for quality products...always uni- 
form...made by a manufacturer 
with over 40 years of KNOW-HOW 
and exacting standards. 


CONSIDER THESE ADVANTAGES: 


THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 
120 WALL STREET, NEW YORK 5, N.Y. = 
Plants at 


@ 


TANK CARS 
TANK WAGONS 
Order direct or 


through your 
Sugar Broker 


Pte 


Brooklyn, N.Y. « Chicago, Ill. « Los Angeles, Cal. + M ontreal, Ca ada 
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NEW EQUIPMENT 


Precision Planter Offers Exacting 
Possibilities For Peas 


by DR. KERMIT C. BERGER, 
Soils Dept., University of Wisconsin 


As everyone in the industry knows, 
peas are an expensive proposition. They 
are expensive to the seedsmen, the 
grower, the canner, and the freezer be- 
cause of the large volume of seed re- 
quired to plant an acre, and the relatively 
poor yield return—300 pounds of peas 
planted, 2,000 pounds yield—a miserly 
six or seven to one. 

More than that, while agriculture has 
been experiencing its greatest advances, 
little or nothing has been done to in- 
crease the yield of peas. Looking back in 
earlier editions of the “Almanac” we find 
that the yield per acre in 1918 was 2,000 
pounds, in 1919—1600 pounds, in 1920— 
2000 pounds. The latest statistics show 
a ten-year average, 1946-55 yield of 
2,030 pounds, in 1956—2,301 pounds, and 
in 1957—2,468: pounds. Thus the experi- 
ments at the University of Wisconsin 
with the Precision Planter represent the 
first forward step in many years in solv- 
ing a most important problem. 

Dr. Berger has been good enough to 
supply this publication the following con- 
cise summary of the results in the past 
three years.—Editor. 


RESULTS WITH PRECISION PEA 
DRILL ON SOIL FERTILITY 
EXPERIMENTS 
In every case over a three year period 
the Precision Drill has equalled or im- 
proved stands of peas, and what is more 
important yields, with no sacrifice of 
quality. The only place the Precision 
Drill has been equalled is where low 


amounts of fertilizer have been used and 
where planting conditions are ideal. 

Under any adverse soil condition the 
Precision Drill has consistently outyielded 
the ordinary drill. Further, when ferti- 
lizer was applied at the rate of 200 and 
500 pounds per acre, yields were either 
not improved or were decreased with the 
ordinary drill, but were consistently in- 
creased with the Precision Drill. Only 
200 pounds of fertilizer were applied 
with the seed with the ordinary drill, 
while the balance was applied broadcast, 
but with the Precision Drill all of the 
fertilizer was applied at planting, to the 
side and 2 inches below the seed. 


The advantages of the Precision Drill 
are as follows: 

1—The seed is placed 2” deep with a 
variation of but 1/8”, while with the 
regular drill the seed ranges from the 
surface to 4” deep. 

2—The fertilizer placement equipment 
places the fertilizer where the roots 
reach it in a hurry without delay in 
emergence because of salt contact with 
the seed. Further, the knives used to 
place the fertilizer loosen up the deep 
compaction caused by tractor tires. 

3—The depth bands regulate to even 
depth and the press wheels firm the soil 
immediately around the seed, causing 
uniform, even germination. 

4—The weeder attachment levels and 
loosens the surface so that emergence is 
easy, and in a dry spring, good control of 
annual weeds is achieved. The results 
for three years are summarized in the 
following table. 


RESULTS WITH THE PRECISION PEA DRILL 


Number of trials, replicated plots.................. 


Yield Results 


Number of results favoring XP%.................. 
Number of results favoring Check................ 
Number of results no difference.................... 
Average percent 


Stand Resulis 


Number ef results favoring XP3...0.0.0....000.... 
Number ef results favoring Check................ 
Number of results no 
Average yield Frezision Drill (XP38)............ 
/.verag2 yield ordinary 


rditions aSecting Results 


1. Unfavorakle seed bed preparation........... 

4. seed bed 


* 25°; more seed used with ordinary drill 
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1955 1956 1957 
rene 2 3 3 
2 3 3 
4 8 7 
0 0 0 
0 
37.2 31.6 10.8 
4 7 3 
0 1 
3860 2897 4115 
2774 2201 3715 

Favors XP3 Favors Ordinary 
x 
X 
xX — 
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NEW CORN CUTTER 
ELIMINATES NECESSITY FOR 
EAR SELECTION 


A new Corn Cutter that “completely 
eliminates the necessity for manual ear 
selection for any purpose” has been an- 
nounced by Paul Cover, President of The 
United Company of Westminster, Mary- 
land. The new Cutter, called the C-8 
TUC Cutter, according to Mr. Cover, 
automatically measures the diameter of 
each ear before cutting, and its ear size 
separators, beneath each cutter head, 
then separate corn coming from the 
smaller ears from that of the larger ears, 
placing the two components on different 
sides of a divided conveyor. Studies have 
disclosed, he said, that corn coming from 
the larger ears, cut from a given field of 
the same variety at the same time, is 
more mature than corn from the smaller 
ears, thus the field run of ears is sorted 
accurately for maturity by the machine 
itself. 


Additionally, Mr. Cover advises, the 
new cutter provides a more uniform, 
higher quality cut. The cut adjustment, 
he says, can be set in seconds to follow 
the cob, or any taper of cut preferred. 
The C-8 Model is supplied new in its en- 
tirety, or the cutter head may be used 
on the earlier Tuc models. 


In tests conducted at Cambria, Wis- 
consin, during the 1957 season, 40.4 cases 
of fancy whole kernel corn were re- 
covered from an equivalent ton of raw 
product, using the new C-8 model. This 
compares with 39.5 on the C-7, with the 
C-8 head, and 34.1 cases using the C-7 
Cutter and head. Quality-wise, the C-7 
Cutter returned 3.8 percent of deeply cut 
kernels, as compared with 2.3 percent 
using the C-7 with the C-8 head, 1.3 per- 
cent using the new C-8 Cutter. 

The percent of hulls and other evidence 
of waste in the cans showed 13.5 percent 
for the C-7 Cutter, 5.8 percent for the 
C-7 with the C-8 head, and 4 percent 
with the new C-8 Cutter. The end result 
then was 82.7 percent of well cut intact 
kernels using the C-7 Cutter, 91.9 percent 
using the C-7 with C-8 head, and 94.7 
percent with the all new C-8 Cutter. In 
comparison 15 normal commercial sam- 
ples, using other cutters, averaged 26.4 
percent hulls and other pieces of waste 
material per can. 


Many other tests on whole kernel and 
Cremogenized creamstyle corn were made 
at Cambria. Strictly fancy creamstyie 
corn with improved color, texture and 
appearance, full tender kernels, and 
maximum recovery were produced, Mr. 
Cover said, by using the kernels of the 
larger ears for the cream portion of the 
Cremogenized creamstyle corn, and the 
corn from the smaller ears for the whole 
kernel component. The most significant 
of all the Cambria 1957 tests, he said, is 
that one which established the highest 
quality from corn having a matuiity 
range from 67 percent moisture in the 
ears over two inches in diameter, to 74 
percent and 76 percent moisture in the 
average and smaller corn in the same 
loads or piles. 
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TODAY’S TRENDS— 
AND TOMORROW'S FUTURE 
IN SUPERMARKETING 
CANNED FOODS 
(Continued from page 41) 


more than to send out good recipe re- 
leases to food editors of newspapers and 
magazines—yet, he can do his part in 
increasing the awareness and the con- 
sciouness of the goodness of canned foods 
to the public. Why not help the larger 
canners and jointly do a strong and 
smart job of communicating to the con- 
sumer? You’ve got the story in your 
products and it behooves everyone, I be- 
lieve, in the canning industry to help tell 
this story to everyone who will listen. 
Ladies and gentlemen, for a moment 
let’s look at these twelve ‘advantage’ 
points of canned foods. 
. Finest quality 
. Unequalled flavor 
. Nutritious 
. Convenient 
. Economical 
. Time and work saving 
. Ready for instant use 
. Little or no waste 
. . Clean and wholesome 
. . Wide variety 
. . Easy to buy, store and use 
. Available in all seasons 
Per haps these advantages are so great 
and canned foods are so loaded with 
superiority that a bit of apathy has set 
in and everyone has become a bit lacka- 


daisical about the advantages. Perhaps 
it is logical that you canners, who are so 
close and so full of belief in these super- 
iorities, naturally assume that everyone 
knows the advantages of canned foods. 
But, let’s remember the changing market 
—the new, young homemakers. Let’s 
communicate to them in every possible 
way. Your associations ( and I realize 
they do a good job) can be most effective 
with your full cooperation. 

Let’s keep searching for new ideas in 
canned foods, new methods, new can 
sizes, new additives, new flavors, maybe 
new containers. Momentum brings mo- 
mentum. If, in the canned vegetable 
field, there is something new continually 
happening, the consumer will become in- 
terested and the consumer will buy and 
serve more of the improved product and 
more of the entire canned foods category. 
This newness, this freshness of approach 
‘builds-in’ the merchandisability of can- 
ned foods. As you have a new story of 
superiority—as you communicate the 
story to more and more people; we, and 
the rest of the trade, can easily work 
along with you and add the final followup 
—a selling repetition of your advantages 
and features—and we can both sell more 
canned foods. 

The merchandisable aspects of canned 
foods are ‘built-in’ in a great measure at 
the present. Canned foods can have even 
greater merchandising possibilities by 
continually bettering the product and 
continually telling the consumer of the 


superiorities of canned foods. The house- 
wife is the final judge. If you keep tell- 
ing her about the twelve advantages, and 
if we in our retail advertising and in our 
display of your brands remind her again 
—the canning industry, in my opinion, 
cannot help but grow and prosper and be- 
come an even greater factor than it is 
today—and that’s mighty great! 


MANAGEMENT— 

THE KEY TO SUCCESS 
(Continued from page 44) 
affecting our industry dnd so many 
others today. Every step we take to re- 
duce the cost of production, to minimize 
waste, and to increase the productivity 
of our employees and the efficiency of 
our plants is important. Even small sav- 
ings here and there, when added together, 
may make the difference between a good 
and mediocre profit or, worse, no profit 
at all. Never underestimate the power 

of a nickel. 

We must test our operations from 
every angle and with an open mind. To 
study performance in these various areas 
requires a great deal of time and much 
hard, competent work. The fruits, how- 
ever, can be well worth the labor. Evalu- 
ations of performance and control tools, 
properly used, will permit us to have con- 
fidence that all the basis are covered and 
we are getting the critical information 
which we need to run and build our busi- 
nesses. 


For Canning Fanciest Cremogenized 
and Whole Kernel! Corns: 


HUSKERS, CUTTERS, SILKERS, FLOTATION 
WASHERS, ROD-SHAKERS, TRIMMERS, 
CAN SHAKERS, CREMAKERS, 
MACERATORS, SANITARY MIXERS, 
SUCCULOMETERS, CONSISTOMETERS, 
AND ACCESSORY EQUIPMENT. 


THE UNITED COMPANY 


“WESTMINSTER MD 
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Help her choose 


DESIGNED AND MANUFACTURED BY . 


Piedmont | Label Co., Ine. 


Phone 2311 
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MARKET 


Pea, Corn and Bean Stock Position 
Suggests Sharp Acreage Reduction 


With the market at a practical stand- 
still during this holiday season, the re- 
lease of a batch of statistics by the 
National Canners Association covering 
packs and stocks and shipments, came 
in for a maximum of attention. A num- 
ber of tables are shown herewith for de- 
tailed study. Some further details not 
included in the tables are discussed below. 


TOMATO PACK — While the tomato 
pack figures may not be surprising to 
anyone, it is interesting to note that the 
poor season was reflected in every tomato 
canning state, without exception. It will 
be noted that California produced approx- 
imately 46 percent of the total pack, and 
the only other three states to exceed a 
million cases, Maryland, Indiana, and 
Florida, accounted for 30 percent more 
of the pack. The 27 percent overall reduc- 
tion was reflected directly in the No. 303, 
2% and 10 can sizes, there being some- 
thing less than a 10 percent reduction in 
the No. 1 picnic, and an actual increase 
from 219,213 cases of 8 ounce to 249,724 
cases, with a very sharp decrease in the 
supply of No. 2’s from over a million 
cases to less than 400,000 cases. For com- 
parative purposes by state, here are a few 
of the 1956 pack figures: California 11.6 
million cases, Maryland 5.9 million cases, 
Indiana 2.3 million cases, Ohio 1.4 mil- 
lion cases, Florida 1.6 million cases, and 
Texas 1.3 million cases. 


SNAP BEAN PACK—In the accompa- 
nying table the 1956 snap bean figures 
are shown for comparison. It will be 
seen at a glance, of course, that the wax 
bean pack is up rather sharply, especially 
in New York State. Also that the Ozarks 
have a respectable green pack for a 
change, and that Maryland and Delaware 
were two of the few states hit rather hard 
by the weather. The reduction in the Mid- 
Atlantic area occurred principally in 
French style beans, reduced from 1.8 to 
some 20 percent in whole beans, a rather 
sharp increase in French style, an in- 
crease in extra standards, and a slight 
decrease in standards. 


The far west showed an overall in- 
crease of about 9 percent in the Blue 
Lake pack. By style that amounted to 
about 25 percent increase in whole, or 
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1.4 million cases, and in fancy and extra 
stancard cut, while the pack of whole 
was increased slightly, and standard cuts 
from 649,233 cases to 780,853 cases. In 
the Northeast the significant change is an 
increase of about 25 percent in the com- 
paratively small supply of French cuts, 
while the Midwest showed a reduction of 
from 1.6 to 2 million cases, about a 50 
percent increase in French style from 
685,000 to a million cases, a 12 percent 
increase in fancy cut from 3.6 to 4 mil- 
lion cases, a 20 percent decrease in extra 
standard cut from 1.3 to 1 million cases, 
and a 15 percent decrease in standard cut 
from 1.4 to 1.2 million cases. 

Bean canners carried over 4.7 million 
cases total green and wax last July 1. 
This added to the pack, (after subtracting 
spring production in Florida and Texas), 
gives a total supply of some 2% million 
cases more than last year. 


PUMPKIN AND SQUASH PACKS— 
It is no surprise to learn that the pack of 
pumpkin and squash was cut nearly 40 
percent from a year ago. As will be seen, 
most of the cut occurred in the Midwest, 
while the East actually experienced an 
increase, with the far West pack cut 
moderately. 


Pumpkin and squash packers started 
the season with a carryover of 1.4 million 
cases compared with but 396,000 cases 
July 1 a year ago. The total supply then, 
at 4.2 million cases, is not far below the 
4.6 million cases available last season. 


CORN STOCKS—The month of No- 
vember should make corn canners sit up 
and take notice, if nothing else will. 
During that month canners shipped 27 
percent or a million cases less corn than 
they did in November 1956, completely 
wiping out the 1 million case advantage 
enjoyed at the start of the year. During 
the month of November the movement of 
creamstyle corn out of the Midwest 
slowed almost to a walk, after a better 
than normal start the first three months 
of the shipping year. During November 
only a half million cases of this style 
was shipped out of the area, compared 
with a million cases last November. Ship- 


* ments of whole kernel golden, out of the 


area, dropped about a quarter of a million 
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cases from 1.5 in November 1956 to 1.275 
this past November. Just the reverse was 
true in the East, which area shipped 
194,275 cases of creamstyle compared 
with 138,487 a year ago, and 116,843 cases 
of whole kernel compared with 196,354 
in November 1956. The Farwest, like 
Wisconsin, experienced a sharp drop in 
the shipment of creamstyle from 414,000 
to 183,000 this year, while whole kernel 
shipments were up just a trifle from 
180,000 to 189,000 cases. 


Compared with last year, stocks of 
white corn are sharply lower. In the East 
as of December 1, there were but 167,203 
cases of both whole kernel and cream- 
style white compared with 505,016 cases 
last December 1. In the Midwest stocks 
of creamstyle white are reduced from 2 
million to 1.3 million cases, and whole 
kernel from 584,543 cases to 511,579 
cases. Stocks of golden creamstyle are 
up in the East from 1.3 to 1.9 million 
cases, about the same in the Midwest, 8.1 
and 8.2 million cases, and down slightly 
in the Farwest from 2.3 to 2.1 million 
cases. Stocks of whole kernel golden are 
off in the East from 1.5 to 1 million cases, 
up in the Midwest from 12.3 to 13 million 
cases, and up in the Farwest from 1.5 to 
1.9 million cases. 


PEAS—Pea movement too, needs a 
shot in the arm, if the more than 6 mil- 
lion case surplus compared with last 
year is to be moved. The “Peas on 
Parade” promotion is well timed, has 
plenty of power behind it, but still has a 
whale of a job to do. Of the first four 
months, June 1 to October 1, canners did 
a little better than last year, 12 million 
cases compared with 11.8 million cases a 
year earlier. During October, however, 
shipments fell off from 3 million to 2.8 
million cases, and during November, as is 
shown, shipments were only a thousand 
eases greater. As is shown in the table, 
then, there are still 6 million cases more 
to be moved than last year, and unless 
movement picks up from here on in, the 
carryover adds up to about 10 million 
cases at this point. December 1 stocks, 
both Alaskas (except Mid-Atlantic) and 
Sweets (except Farwest) are up sharply 
in all areas, over a year ago. The supply 
of Alaskas in the Mid-Atlantic totals 
236,240 cases compared with 238,721 last 
December 1; in the Midwest 3.8 million 
compared with 2.3 million last December 
1. In the Farwest 231,425 compared with 
174,562 cases last year. Stocks of Sweets 
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in New York and Maine are up from 
334,027 cases to 672,803 cases; in the 
Mid-Atlantic from 487,037 to 733,352 
cases; in the Mid-West from 8.5 to 12.2 
million cases; and in the Farwest from 
6.4 to 6.6 million cases. The stock figures 
covering peas, beans, and corn suggest a 
sharp curtailment of acreage in 1958. 
Next week we will give you our ideas on 
an intelligent approach to acreage re- 
duction. 


STOCKS AND SHIPMENTS 


Compiled by NCA Division of Statistics 
CANNED SWEET CORN 
December 27, 1957 


1956-57 1957-58 
(Actual Cases) 

Carryover, Aug. 2,145,512 5,632,057 
Pack .... 42,244,516 37,516,892 
44,390,028 43,148,949 
Shipments During Nov. ...... 3,677,775 2,673,003 
Ship., Aug. 1 to Dee. 1........ 14,297,377 13,074,763 
Stocks, Dee. 1. 30,074,186 


CANNED PUMPKIN AND SQUASH 
December 26, 1957 
1956-57 1957-58 
(Actual Cases) 


Carryover, Fully 395,879 1,356,991 


Pack .... 4,217,323 2,844,467 
Total Supply ........... 4,613,202 4,201,458 
Ship., July 1 to De « 2,734,429 2,763,356 
CANNED PEAS 
December 30, 1957 
1956-57 1957-58 
(Actual Cases) 
Carryover, June 1 + 2,058,432 3,901,038 
Pack .. 33,093,977 37,806,943 
35,152,409 41,707,981 
Shipments during Nov....... 2,384,454 2,385,281 
Shipments, June 1 to 


1957 PUMPKIN AND 
SQUASH PACK 
The 1957 pack of Canned Pumpkin and 


Squash totaled 2,844,467 actual cases © 


compared with 4,217,323 actual cases in 
1956, according to a report by the NCA 
Division of Statistics. 
1957 PUMPKIN AND SQUASH PACK 
1956 


9F 1957 
(Actual Cases) 


176,964 88,095 
Indiana 172,946 82,729 
Western States 922,290 713,990 
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Market Has Steady Undertone For New Year 
— Tomatoes Strengthening — Interest In 
Corn Developing—Inquiry On Beans—Spin- 
ach Replacement Buying—Pea Demand Lag- 
ging—Passing Of Holidays Eases Pumpkin— 
Citrus Moving Well—Cherries Expected To 
Pick Up—Buyers Looking For Weakening In 
Sardines—Salmon Position Strong— 
Tuna Quiet. 


By “New York Stater” 
New York, N. Y., Jan, 3, 1958 


THE SITUATION—Canned foods go 
into the new year with a fairly steady 
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undertone for the market generally, and 
with the statistical position for a number 
of staples the best in many seasons. 
While the trade here has been slow to 
recover from the year-end holidays, some 
buying interest has developed and it 
is evident that many distributors will be 
in the market for prompt shipment goods 
in a moderate way until depleted inven- 
tories are back closer to working levels. 
Pricewise, there were no significant de- 
velopments during the week. 


THE OUTLOOK—While some traders 
had expected that the easier money mar- 
ket might tend to loosen the purchasing 
strings, distributors are continuing to 
adhere to a closely controlled replace- 
ment buying policy. For one thing, man- 
agement has learned, during the period 
of tight money, the value of keeping 
working capital liquid. Secondly, despite 
reassuring statements emanating from 
Washington, there is no disguising the 
fact that business has slowed down in 
recent months and distributors hence are 
not disposed to go out on a limb, supply- 
wise, until the situation clarifies further. 


TOMATOES —Canners in the Tri- 
States are showing strong price views 


| as the market gets off for its 1958 run, 


and with unsold stocks generally light, 
look for a steady or strengthening mar- 
ket. Standard 1s continue to range from 
$1.02% to $1.05, with 303s at $1.37%- 
$1.40, 2%s at $2.12%-$2.15, and 10s hold- 
ing at $7.50 and up. The market in Cali- 
fornia is likewise stronger as the year 
gets underway, standard 303s listing at 
$1.30, 2%s at $1.90, and 10s at $6.85- 
$7.00. Fancy tomatoes on the West Coast 
are holding at $1.80 on 303s, $2.75 on 
$2%s and $9.75 on 10s, all f.o.b. 


CORN—More buying interest is de- 
veloping in corn, and canners are more 
disposed to hold at list. In the Tri-States, 
standard wholegrain 303s are quoted at 
$1.10, with extra standards at $1.25, 
and fancy at $1.30. Midwestern prices 
are lower than in the East, particularly 
on fancy, with offerings reported down to 
$1.15. 


BEANS—Moderate inquiry is reported 
for green beans, with Tri-State canners 
listing standard cut 303s at $1.15, with 
extra standards at $1.25 and fancy at 
$1.35 on 4-sieve. New York State can- 
ners are quoting about on a par with the 
Tri-States on standards, but are slightly 
under the Tri-States basis on extra 
standards and fancy. 


SPINACH—Buyers are beginning to 
show more interest in making replace- 
ments on spinach, with the market in the 
East holding at $1.45 on 303s, $2.10 on 
2%s, with California quoting fancy 303s 
at $1.10, 2%s at $1.50, and 10s at $4.50. 


PEAS—Buyers are apparently cov- 
ered on nearby needs, and demand has 
been lagging locally. Offerings of stand- 
ard Alaska 303s are reported at $1.10 out 


See the 


New 12 tt. 


Shaker 
Grader 


NATIONAL CANNING 
MACHINERY AND 
SUPPLIES SHOW ... 


Atlantic City, Jan. 18-22 


New and improved 
design has been 
added to the BER- 
LIN CHAPMAN 
Shaker Grader .. . a design that is 
made to further high capacity, 
rapid change-over, quick wash out, 
with minimum cost .. . a design to 
help you solve your problems ex- 
perienced with reel type graders. 
Nearly 100% accurate—as accurate 
as a grader can be, the new 12’ 
BERLIN CHAPMAN Shaker 
Grader is made to handle capacities 
up to 10,000 lbs. of raw peas per 
hour or comparable capacities on 
other vegetables. 


If you did not see this new 
12’ Shaker Grader, write for 
complete details. 


Our 50th YEAR 
BERLIN CHAPMAN CO. 


Berlin, Wisconsin 


53 


‘ 
= 
i 
mh 
° 
Boot 
4 
4 
4 
a 
= 
my 


MARKET NEWS 


of the Tri-States and $1.05 in the mid- 
west, with extra standards at $1.40 in 
the east and $1.20 in the midwest. 


PUMPKIN—With the passing of the 
year-end holidays, demand in pumpkin 
has eased. Canners in the East continue 
to hold fancy 2%s as $1.50, with 10s com- 
manding $5.50. Fancy is offered out of 
the midwest at $1.45 on 2%s and $5.15 
on 10s. 


APPLESAUCE—Only routine replace- 
ment buying is reported. The market is 
quoted unchanged in the East, with 303s 
listing at $1.30 and 10s ranging $7.25 
to $7.50. 


CITRUS—Movement of citrus juices 
at the retail level continues good, not- 
withstanding price advances following 
the Florida freeze, and the trade looks 


for a minimum of consumer resistance to 
higher price levels. This is due largely 
to the bulge in consumption attributed 
to the flu epidemic of recent months in 
various parts of the country. 


CHERRIES—tTraders are looking for 
a moderate pick-up in demand for r.s.p. 
cherries with the turn of the year. The 
market ranges $1.80-$1.85 on 303s, with 
10s generally listing at $10.75. 


OTHER FRUITS —No new develop- 
ments are reported in the fruit situation 
from the Pacific Coast. Canners are busy 
in getting out shipments against stand- 
ing orders, with activity in the open mar- 
ket at a minimum, and no significant 
price changes reported. 


SARDINES—Continued buyer apathy 
is reported in the market on Maine sar- 


1957 CANNED TOMATO PACK 
Compiled by NCA Division of Statistics : 
December 31, 1957 


Cases 24/2 18/8Z 48/1P 24/3038* 24/2% 6/10 Mise. Total 
2,508,969 336,547 344,792 3,416,008 
New Jersey .... wr 664 12,516 38,583 11,768 123,531 
Pennsylvania 7,161 573 122,193 28,116 15,504 203,547 

12,100 15,484 604,964 103,62: 131,947 868,118 

‘ 122,690 84,530 732,191 152,150 172,405 1,263,966 

eee 46,000 10,000 4,025 60,025 
15,876 27,926 
Florida 108,716 1,254,687 20,256 79,429 
Texas 177,433 638,999 13,255 36,539 
Colorado 163,611 38,860 18,449 

a 365,118 144,116 


9,651,914 
541,707 


237.513 3,986,697 2,519,504 
10,974 


391,934 50,4438 


California... 
Other States ............. 


Bi. 249,724 657,739 11,972,295 3,577,110 4,048,232 16,000 20,894,969 


* Ineludes 24/300s and 24/1 Tall in California. ** Arkansas, Missouri and Oklahoma. 
(a)—In “Other States’’. 

The total pack of tomatces (including stewed tomatoes) for 1957 amounted to 20,894,969 actual 
cases as compared with 28,677,990 actual cases in 1956. The 1957 pack of tomatoes on the basis of 
24/308s amounted to 26,446,000 cases. ; 

The above report is a summary of reports from all canners known to have packed tomatoes in 
1957 together with estimates fer 15 firms not reporting. This report covers the calendar year 
production in Florida and Texas. i ey 

California figures were compiled by the Canners League of California. Included in the Cali- 
fornia pack is 538,203 actual cases of Italian tomatoes. 


1957 PACK OF GREEN AND WAX BEANS 


Compiled by NCA Division of Statistics 
December 31, 1957 


1956 Pack 1957 Pack 
All Green Wax All Green Wax 
(Actual Cases) (Actual Cases) 

WE: 100,173 280,470 181,989 467,270 
2,613,155 1,382,864 2,605,992 
Maryland & Delaware.. 3,110,089 58,736 2,521,907 
Pennsylvania _ 491,615 230,878 598,092 
Michigan ..... 786,958 246,725 643,758 
Wisconsin se 1,782,197 949,318 1,981,751 
Kentucky & Tennessee.. 705.500 1,144,716 
Ark., Mo. & Okla. 1,490,446 2,164,752 
Colorado. ......... 155,397 ¢ 399,576 101,540 
Utah & Idaho he 460,882 (a) 414,560 (a) 
1,186,271 | ge 1,054,468 23,37 
Other States ........ 740,452 33,076 798,884 35,537 

22,391,658 3,357,181 24,037,962 4,228,833 
* Small amount included under green beans. (a)—Included in “Other States”’. 


The above report is a summar™ of reports from all canners known to have packed green and 
wax beans in 1957, tovether with estimates for seven firms not renort’ng. 

This repert covers the calendar vear production in Florida and Texas. Spring Production 
which is included in above totals has been previously reported in the supply on the July stock revort. 

In terms of actual cases the 1957 pack of beans totaled 28,266,795. The 1957 pack on the basis 
of 24/308s is 31,920,000 cases of green and wax. 
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dines. Canners quote the market on the 
basis of $6.25 per case for quarter key- 
less, but the market continues under 
pressure, and some buyers are looking 
for a further weakening in values. 


SALMON — The salmon market goes 
into the new year in strong position, with 
offerings of top grades practically non- 
existent. While chums continue to offer 
for prompt shipment, many buyers are 
not interested in this grade. It is ex- 
pected in some quarters that a brisk re- 
sale market on reds and pinks may de- 
velop as the Lenten season nears. 


TUNA — Distributors generally are 
well covered on prompt and nearby re- 
quirements, with additional trading 
awaiting the resumption of large-scale 
operations on the West Coast. 


CHICAGO MARKET 


Buying Interest Lacking — Corn and Pea 

Shipments Slowed As Special Deals End— 

Bean Market Strengthens Following Florida 

Freeze—Tomatoes Show Further Strength— 

Interest In Cherries—Citrus Freeze Damage 

Still Unknown — Applesauce Strengthens— 
West Coast Fruits Firm. 


By “Midwest” 


Chicago, Ill., January 2, 1958 


THE SITUATION—The holidays have 
made shambles of trading activity the 
past two weeks as the trade seem more 
interested in matters pertaining to social 
activities than they do in canned foods. 
Annual year end inventories have further 
complicated the situation as such things 
make excellent reasons for not buying 
anything. Trading, such as it is, has been 
confined to the fill in variety and in mini- 
mum quantities at that. However, the 
turn of the year is expected to produce a 
decided pick up generally as warehouse 
stocks here are very light. 


Despite the lack of buying interest, 
prices are holding very well and few if 
any general concessions are reported this 
week. The recent freeze in Florida has 
helped to stimulate such items as toma- 
toes, tomato products and green beans. 
Eastern offerings reaching here are 
higher where tomatoes are concerned and 
this has further strengthened an already 
strong market locally. The freeze also 
seemed to give New York beans a shot 
in the arm with the market there show- 
ing more strength than it has for some 
time. Most of the citrus canners are now 
back on the market at slightly higher 
prices although complete accurate re- 
ports on total damage are still lacking. 
The surplus of RSP cherry stocks is 
rapidly diminishing, particularly in tens 
and a sharp increase in price on this size 
is looked for right after January Ist. 
Special promotional allowances on Cling 
peaches are gone and the entire fruit 
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MARKET NEWS 


picture appears to be in excellent posi- 
tion. 


CORN — Shipments of advertised 
brands of corn have slowed considerably 
since the special allowances were ended 
but the market has shown little change 
otherwise. Buying is piecemeal due to 
the lack of confidence and will probably 
stay that way for some time to come. 
Independent canners are getting $1.20 
generally for fancy 303s although there 
are still offers at $1.15. Fancy tens are 
going at $8.25 while extra standard lists 
at $7.50 to $7.75. Extra standard is 
offered at $1.10 for 303s with standard at 
the same price where it can be found. 


BEANS—tThe local market on green 
beans continues strong as canners are 
pretty well sold. The concessions have 
been coming from the state of New York 
although the Florida freeze has firmed 
up that area. Fancy three sieve cuts are 
holding there now at $1.50 for 303s and 
$8.75 for tens with fancy fours at $1.45 
and $8.25. Wax are much weaker and 
fancy threes are bringing no more than 
$1.35 and $8.25 with fours at $1.30 and 
$8.00. Standard cut green out of the 
south are usually quoted at $1.10 for 303 
and $6.00 for tens. West Coast Blue 
Lakes continue very strong. 


TOMATOES—Midwest canners are not 
meeting with much success these days 
selling tomatoes but the market con- 
tinues very strong. It has been further 
bolstered by an advance in the Eastern 
market to $1.40 for standard 303s. 
Sellers here are firm at $1.50 and $8.25 
on tens and the sale and movement is 
expected to step up considerably early in 
January. Extra standards are listed at 
$1.60 to $1.70 for 308s and $8.75 to $9.00 
for tens with the quality having a great 
deal to do with the difference in quota- 
tions. 


PEAS—The end of special allowances 
by canners cf advertised brands has 
stopped any further price concessions on 
the part of independent canners but the 
overall market is still a long ways from 
being firm. Shipments are routine only 
and it must be evident that any addi- 
tional price cutting will do little to in- 
crease the movement. Fancy three sieve 


Alaskas are now selling here at $1.60 
for 303s and $8.75 for tens while fancy 
ungraded sweets are at $1.40 and $8.25. 
There are still a lot of peas to be sold. 


RSP CHERRIES—The trade are be- 
ginning to show more interest in water 
pack cherries, at least in tens as all evi- 
dence points to higher prices right a- 
round the corner. The surplus of cherries 
has been cut substantially due to much 


better movement during the latter part ~ 


of the year and canners may end up the 
year just about where they were the year 
before. Quotations are generally on the 
basis of $1.80 for 303s and $10.75 for 
tens but this latter price could be pushed 
up sharply and will be advanced some 
for sure. There is still a question mark 
in the case of 303s. 


CITRUS—tThe picture is still unclear 
in Florida but single strength canners 
are running and most of them are also 
quoting prices. Reports indicate some 
fruit is being rejected because of freeze 
damage and what the ultimate result will 
be remains a question mark at present. 
This market should continue firm to 
higher however, as the frozen product is 
much higher and the same thing will be 
true of the fresh market. Prices are 
quoted at $2.50 for orange, $2.40 for 
blended, and $2.25 for grapefruit juice 
all in 46 oz. cans. Faney grapefruit sec- 
tions are listed at $1.75 for 303s and 
$4.85 for 46 oz. with the state just about 
sold out on citra salad until the Valencia 
crop matures. 


APPLESAUCE — This market is be- 
ginning to stiffen but still continues con- 
fused. Some New York canners are now 
up to $1.40 and holding firm at that price 
while others are still accepting business 
at $1.35 with one or two even as low as 
$1.30. Tens vary from $7.50 to $7.75 and 
should settle at the latter figure before 
too long. The pack has been completed 
in New York and total production will be 
about a million cases less than last year. 
With anything like normal sales this 
should mean higher prices and a firm 
market. 


WEST COAST FRUITS 


This is a firm market right across the 
board. Cling peaches will now cost more 


money although the trade have covered 
heavily but then the movement at the 
retail level is also expected to continue 
much heavier. Freestone peaches of the 
quality demanded are really tough to 
find and canners are having no trouble 
getting $3.20 to $3.25 for fancy 2%s and 
these prices may advance shortly. There 
appears to be a little more cocktail than 
had been anticipated but any trading off 
of current prices consists entirely of 
questionable quality. Movement is at 
least as good as last year and may be 
even better. Some excellent promotional 
work in the case of pears has been very 
helpful and prices are firmer than they 
have been. Price cutting seems to have 
come to an end except where unpopular 
counts or off grade quality is concerned. 


CALIFORNIA MARKET 


Market Slow—Dry Beans Quiet—Asparagus 
Moving Steadily — Corn, Peas And Limas 
Moving Well—Fig Packs—Pineapple Juice 
Continues To Move—Wide Price Range For 
Peaches — Pear Pack Heavy In California, 
Light In Northwest—British Columbian Sal- 
mon Pack—Sardines Disappointing. 


By “Berkeley” 


Berkeley, Calif., Jan. 2, 1958 


THE SITUATION—The last week of . 
the old year lived quite up to its repu- 
tation and canners and distributors of 
canned foods report sales as very light. 
Sales in recent months have been quite 
satisfactory and stocks have been 
brought down to lower levels than had 
been thought possible earlier in the sea- 
son. On some of the more important 
items in the canned fruit list sales dur- 
ing the past six months have exceeded 
those of last year for the corresponding 
period by from eight to fifteen percent, 
with deliveries in keeping. Stocks in first 
hands are larger than desired, reflecting 
two seasons of very heavy packs, and 
most prices now being quoted are uncom- 
fortably close to costs. The California 
State Crop and Livestock Reporting 


(Continued on Page 58) 


Misadventures of Freddy, the Freezer 


Warehouse jammed 
with frozen fruit, 

And Freddy's headache 

is a beaut. 


Buyers spurn his fruit 


Fruit turns brown, 


fine flavor’s flawed. 


when thawed, 


So Freddy 


sadly heads Write for technical manual 
up hill, VITAMIN DIVISION, 
He never learned, Hoffmann-La Roche Inc., 
he never will. NUTLEY 10, N. J 


Avoid such grief: 
keep color right, 
Keep flavor natural, 
prospects bright, 
Make worries go, 
—your future placid. 
Use Roche /-ascorbic acid. 


Use Roche® /-Ascorbic Acid 
(Vitamin C) 


THE CANNING TRADE 


January 6, 1958 


55 


~ 
- 
3 
| 
ow 
| (NP 
WN 
» 


(Spot prices per dozen F.O.B. cannery 
unless otherwise specified.) 


ASPARAGUS 
Calif., Fey., All Gr., No. 300 
ossal 35 
Mammoth 3.30 
Large 3.30 
Med.-Small 3.20 
Gr. Tip & Wh. Colossal.........+000 2.80 
Large 2.75 
Med.-Small 2.70 
Tri-St. Fey., All Gr. No. 2 
Colossal 4.65 
Mammoth 4.60 
4.50 
Mediu: 4.35 


Mid-W., “Fey. All Gr., Cuts & 
No. 8 0 


No. 1 Pic 
No. 300 2 40 
BEANS, SrnrtncLess, GrEEN 
MARYLAND 
1.55- 1 -75 
No. 10° 00 
Fey., Cut, Gr. No. 308... wes ray 50 
No. 10 8.75-9.00 
Ex. Std., Cut Gr., 8 02............008 97% 
No. 1.25-1.35 
No. 7.25 
Std., Cut, DOB 1.15 
No. 10 6.50 
Ex. Std., Wax, No. 303........ 1.40-1.45 
Std. 1.20-1.25 
New York & Pa. 

Gr. Wh., Fey., 3 sv., No. 303...... “¥ 10 
No. 10 1.25 
Cut, MO: BOB 1. 1.55 

No. 10 8.75-9.00 
Ex. Std., Cut, No. 308... 1,20-1.30 
No. 10 7.15-8.00 
Std., Cut, No. BOB 1.10-1.15 
No. 10 6.50-6.75 
Fey., Fr. Style, No. 303........ aS 70-1. 75 
No. 10 9.25 
Wax, Fey., Wh. 3 sv., No. 303....2.20 
11.75 
No. 10 8.25-8.50 
Ex. Std., Cut, No. 308.......... 1.50-1.60 
No. 10 7.75-8.50 
Std., Cut, No. 303 1.40 
No. 10 6.75-7.50 
Mip-WEstT 
Gr. Fey., No. 303........ 1.90-2.25 
11.50 
No. 10 8.50-9.00 
Ex. Std., NO. S08 1.25-1.30 
No. 10 7.75-8.00 
Std., “Cut, 1.10-1.15 
No. 10 6.00-6.25 
Wax, Cut, 3 sv., 
1.35-1.50 
No. i0 8.25-8.50 
No. 10 8.00 
Ex. Std., 1.30-1.55 
No. 10 7.75 


NorrHwestr 


Cut, Fey., 3 sv., No. 308............1.824%4 
No. 10 10.25 
Ex. Std., 5 sv., No. 308........ 1.40-1.50 
No. 10 8.05-8.10 
1.25-1.35 
No. 10 7.75-7.85 
FLORIDA 
Cut, Mes BOB 1.50 
No. 10 8.00 
Ex. Std., No. 303 1.35 
No. 10 7.00-7.50 
Std., No. 303 1.20 
o. 10 6.75 
TEXAS 
Fey., Wh. Gr. No. 308..........0cc000000 1.80 
No. 10 9.50 
Std. Cut Gr., No. 303......... 
No. 10 6.25 
OZAKKS 
Std., Cut, Gr., No. 
No. 10 6.00 
BEANS, LIMA 
East 
Gr., No. 308........ 2. 60 
75 
Small, No. 2. 10 
.12.00-12.25 
Medium, No. 303. 7501.95 
10. 25-10.75 
Ex. Std., Gr. & 1.85 
VinWes: 
Fey., Tiny Gr., No. 308........ 2.25-2.40 
No. 10 
Small, No. 303 1.85 
No. 10 a 
Med., No. 303 1.65 
No. 10 
BEETS 
Md., Fey., Cut, Diced, 


Fey., Sliced, No. 308..........1.00-1.10 
Midwest, Fey., Sl., 8 oz... .82%4- .85 


No. 1.00-1.05 
No. 5 
No. 10 4.00-4. 
CARROTS 
0 
Mid-West, Fancy, Diced, 
1.05 
5.25 
Sliced, No. 303 1.25 
No. 10 7.00 
CORN 
East 
W.K. & C.S. Golden 
Fey., = 303 1.30-1.60 
No. 8.50-9.00 
No. 10 8.25-8.50 
Std., ‘No. 1.10-1.15 
No. 10 7.00 
Shoepeg, Fey., No. 308........1.50-1.70 
10 8.50-9.50 
1.40-1.50 
No. 1 1.25-1.30 
No 303". 1.15-1.25 
No. 8.25-8.50 
Ex. Std, 1.10-1.15 
No, 10 7.50-7.75 
Std., No .303 1.10 
No. 10 — 
W.K. & C.S. Co. Gent. 
Fey., No. 303 1.50-1.55 
No. 10 8.75 
1.35-1.45 
No. 10 ‘8.25 
Std., No. 303 1.20 
No. lu 7.50 
PEAS 
tast ALASKAS 
1.75 
1 sv., No. 303 2.75 


2 sv., 8 oz. 


No. 10 7.75-8.00 
Pod Run, No. 1.00-1.10 
SWEETS 
Run, No. 308........ 1 55 
Ex. a “0 

No. 8.00-8.50 
Std., No 1.10-1.15 

No. 7.25-7.50 
ALASKAS 
Fey., 1 sv., 8 70 

2 sv., No 00 

1 sv., No 

2 sv., No. 10 12.256 

3 sv., No. 303 1.60 

3 sv., No. 10 8.75 

3 sv., No. 30: 1.40 

3 sv., No. 10 8.50 

1.20-1.22% 


Mip-West SWEETS 


Fey., 3 sv., No. 303 1.60 
No. 10 9.25 
Fey., 4 sv., No. 1 40 
No. 1 
Ungraded, No. 303 
No. 8. 3:8. 50 
4 sv., ‘No. 10 50 
Ungraded, No. 3038 1.22% 
No. 10 26-7. 50 
Std., Ung., No. 303 10 
No. 10 25 
PUMPKIN 
Fey., No. 1.45-1.50 
10 5.15-5.25 
No. 5.50-5.60 
Midwest, Fey., No. 303........ 1.10-1.15 
No. 2% 1.45 
No. 10 5.15 
No. 5.00 
SPINACH 


Tri-State, Fey., No. 303....1.45-1.47% 
No. 2% 2.10 


CANNED FOOD PRICES 


No. 1 6.50-6.75 
1.70 
Ne 10 5.50-5.75 
1.00 
No. 2% 1.8714 
No. 10 4.10 
SWEET POTATOES 
Tri-States, Syr., 8 1,05-1.10 
No. 3, Sa. 2.25 
No. 2% 2.60 
No. 10 9.50-10.50 
TOMATOES 
Tri-STATES (Nominal) 
Ex. Std., No. 1. 66-1. 
No. 2% 
No. 10 
1.02%4-1.05 
No. 308 ... 1.87%-1.40 
No. 10 7.50-8.00 
2% 
. 10 —— 
Mid-West, Now — 
No. 303 2.10 
No. 2% 2.90-3.10 
No. 10 9.50 
Ex. Std., No. 1 1.25 
No. 303 1.60-1.70 
No. 24% 2.60-2.771%4 
No. 10 8.75-9.00 
Std., No. 1 1.05 
No. 303 1.50-1.55 
No. 2 2.30-2.35 
No. 10 8.25-8.30 
om , Fey., S.P., No. 303....1.75-1.80 
No. 10 9 
Std., No. 303 
0. 190 
No. 6.85-7.00 
No. lv 7.00 
Texas, Std., No. 308............ccccccs00 1.35 
No. 10 7.00 
TOMATO CATSUP 
Calif., Fey., 14 oz. ...... 70 
No. 10 
Mid-West, Fey., 14 OB. 
No. “10. 80 
East, INO. 10 


TOMATO PASTE (Per Case) 


Calif., Fey., 96/6 oz 6.80 
No. 10 (per doz.) 30%... 13.50 
Mid West 
No. 10 (per doz.) 26%... 11.25 
No. 10 (per doz.) 30% «rcs 13.00 
TOMATO PUREE 
Calif., Fey., 1.06, No. 303..1.45-1.50 
No. 10 6.50 
Mid-West, Icy., 1.045, 
No. 1 1.10-1.15 
No. 10 9.00 
Md., Fey., 1.045, No. 1........ -05-1.10 
No. 10 6.50-7.00 
FRUITS 
APPLE SAUCE 
East, Fey., No. 303............000 1.35-1.40 
No. 10 7.25-7.50 
Std., No. 303 1.20 
No. 10 — 
Calif. (gravensteins) 
No. a Fey 1.40 
No. 8.50 
Choice, We 303 1.20 
No. 10 8.00 
(Nominal) 
2% 
No. 10 
S.P. Pie, No. 
Fey., Wh. Peeled, No, 2M 3. 
No. 10 
CHERRIES 
R.S.P., Water, 
10 
No. 2% 4.25 
o. 1 14.85 
COCKTAIL 
Fey., No. 303 2.171% 
No. 2% 3.35-3.50 
No. 10 12.25 
Choice, No. 303 2.10 
No. 2% 3.20-3.30 
No. 10 11.50-11.60 
GRAPEFRUIT SECTIONS 
1.75-1.77% 
Salad, 
. 303 2.50 
Calif, Cling Fey., 
No. 303 2.20 


2.90 
10.00 
303 1.70 
No. 2% 
No. 10 9.00 
Elberta, Fey., No. 2% 
No. 10 11.50 
Choice, No. 2.90-3.00 
No. 10 10.50 
PEARS 
No. + 3.70 
No. 13.50 
Ne. 303 2.15 
No. 2% 3.25 
No. 10 12.25 
No. 303 1.95 
Ne. 10 11.00 
PINEAPPLE 
Hawaiian, Icy., Sl., No. 2............ 2.95 
No. 2% 3.45 
No. 10 13.00 
Crushed, No. 2 2.40 
No. 2% 2.95 
No. 10 9.60 
Choline, Bhi, INO. 2.40 
No. 2% 2.85 
No. 10 12.00 
Std., Half Slices, No. 2... 2.25 
No. 2% 2.70 
No. 10 10.80 
PLUMS, PURPLE 
2.35 
7.75 
Choice. NO. 1.50 
No. 2% 2.00 
No. 10 6.75 


STRAWBERRIES (Frozen) 


30 Ib., 13 or better per Ib. 
California “ 
Northwest . 
Midwest ............ 
10 oz., Northwest (p Ze 
A 1.75-1.90 
B 1.60-1.70 
JUICES 
APPLE 
1 Gt. 2.00 
46 oz. tin 2.70 
Calif., 46 oz. 2.30 
CITRUS, BLENDED 
Fla., No. 2 1.07% 
46 oz. 2.40 
GRAPEFRUIT 
Fla., No. 2 1.02% 
46 oz. 2.25 
ORANGE 
46 oz. 2.50 
Frozen, 6 oz. 1.93 
12 oz. 3.71 
32 oz. 9.90 
PINEAPPLE 
Hawaiian, Fey., No. 1 07% 
46 oz. 
TOMATO 
46 2.60-2.75 
No. 1 
Mid- West NO. 35-1. 40 
46 4 2. 
Calif. 1 
46 02 2.50 
No, 10 4.90 
FISH 
SALMON— Per Case 48 CANS 
Alaska, Red, No. IT.......... 33.00-34.00 
21.00-23.00 
Med., 27.00-28.00 
's 15.00-16.00 
13.00- 
Chum, 
11. 00 
SARDINES—Per CAseE 
Calif., Ovals, No. 1.... -9.50-9.75 
Maine, % Oil Keyl 0-6.25 
Pack 5 oz. 
6.00-6.10 
Medium 5.25-5.35 
Small 4.65-4.75 
Tiny 
Broken 4.00-4.10 


CUNA—PeErR CASE 
Fey., White Meat, 
Fey., Light Meat, - 

11.00-14.75 
Grated 7.50 


Z BV., NO. BOB 
Lae 
ae Ex. Std., 2 sv., No. 303........1.80-1.90 
4 BV., NO. 2501.85 
Std., 3 sv., No. 
4 BV., NO. 
4 BV., NO. 
4 sv., NO. 0501.10 


RATES, per insertion—straight reading, no display—one to 
three insertions, per line 60c, four or more consecutive insertions 
} without change, per line 50c, minimum charge per ad $1.00. 
Forms close Wednesday noon. 


Address all numbered Ads: The Canning Trade, 20 S. Gay Street. 
Baltimore 2, Maryland. 


and FOR SALE 


FOR SALE—1 Tue Flotation Washer, Double, motor-driven, 
Model WW; 1 Tuc Rod-Shaker, Double, motor-driven, Model 
MSH; 1 Tue Rod-Shaker, standard model A.P.R., motor-driven. 
Ser. Nos. available upon request. Owatonna Canning Co., Owa- 
tonna, Minn. 


FOR SALE—A complete Four Model F Snipper Bean Line in 
excellent condition. Turner Company Cannery, 605 Ringgold St., 
Brownsville, Tex. 


FOR SALE—MACHINERY 


WHEN IN NEED of food processing machinery of any kind 
: wire or call: Ashley Mixon, Canning Machinery Exchange, Plain- 
view (West) Texas. 


We manufacture complete lines of food processing machinery 
for canned, frozen and fresh packed products. Wire us regard- 
ing your requirements. A. K. Robins & Co., Inc., Baltimore 2, Md. 


r CHECK WITH CUYLER CORPORATION before you buy 
new, used or rebuilt food processing machinery. We carry one 
of the largest warehouse stocks of rebuilt and guaranteed equip- 
ment in the industry. Write for our 40 page catalogue for the 
most complete list of offerings ever compiled. No obligation. 
Satisfaction guaranteed. Our services include complete plant 
layout, engineering service, appraisals, auctions, liquidations, 
plants purchased and dismantled. Profit from our experience in 
q serving the food processing industry since 1912. Otto W. Cuyler 
Corporation, Webster, N. Y. 


WHAT DOES INVENTORY REVEAL regarding your equip- 
ment? Should you sell, trade or buy? Consult your production 
chief, and your Tax Advisor; FMC can help you solve all equip- 
ment problems. Send for “First Facts” complete new stock list 
of our guaranteed rebuilt machinery. First Machinery Corp., 
209-289 Tenth St., Brooklyn 15, N. Y. : 


FOR SALE—Carruthers Multi-Pak Filler 56 model, used 5 
weeks; CRCO Double Bean Grader for whole beans 1’s, 2’s & 
3’s; CRCO Model “F” Bean Snipper complete with picking table, 
ete.; Robins Bean Slitter & Shaker Washer. Owen Canning 
Corp., Owen, Wis. 


FOR SALE—Filler Machine Co. 4-piston Filler; 3000 gal. 
vertical stainless steel Vacuum Tank with coils; Fitzpatrick 
Comminuting Machines Models D & F. Perry Equipment Corp., 
1402 N. 6th St., Philadelphia 22, Pa. 


FOR SALE—4 Pea Viners, $225 each; 3 Waukesha Power 
Units, $250 each; all used in 1957 season. Walton Warner, 
Lineboro, Md. Phone: FRanklin 4-2262. 


WHEN IN NEED of one machine or a complete line of. ma- 
3 chinery, always see: Food Processing Equipment Co., Kalamazoo, 
i Mich. 

FOR SALE—Robins Slat Type Rotary Washer; 1—16’ x 36” 
wide Inspection and Trimming Table; CRCO Model CB-6 Chop- 
per Pump; 1 FMC Model 35 Juice Extractor; Selectric Vibrating 
8 Screen; Stainless Steel Holding Tank with Float, size 48” x 36” x 

20”; CRCO 20’ length Juice Pasteurizer, five section unit; 1 

Ayars 12-valve Juice Filler; FMC 46 oz. Boxer; FMC 303’s 

Boxer; Hume Pea Harvesters; 15’ Rotary Blancher; 16’ length 

Picking Table; 1 Spiral Rod Washer; Gravity Can Conveyor; 

Robins Skin Pump; Niagara Tomato Washer; Haynie Tomato 

Sealder; Hershey Double Row Tomato Transplanters. For in- 
A spection or sale of above contact: W. T. Howeth, P. O. Box 333, 
} Narberth, Pa. Phone: MOhawk 4-2240. 


: FOR SALE—303 Tomato Line: Ayars Filler, Cooker, Burt 
Labeler, all good condition, Price $3000.00, which is less than 
one-half cost. C. Stanley Short, Cheswold, Del. 


LIQUIDATION SALE of the Dorset Foods in Long Island 
City, N. Y. This plant has the last word in late model stainless 
steel equipment. There are 5 floors of equipment, over % 
million in valuation, and now very good buys can be had. If 
interested kindly call or write. Inspection from Mon. to Fri. 
9 A.M. to 5 P.M. You can bank on Equipment Clearing House, 
Inc., 111-33rd St., Brooklyn 32, N. Y., SOuth 8-4451. 


WANTED—MACHINERY 


WANTED—To buy a 500 gal. Vacuum Pan. Turner Company 
Cannery, 605 Ringgold St., Brownsville, Tex. 


WANTED — Continuous Belt Type Cooker-Cooler. All steel 
construction. Please state size, capacity and age. Adv. 57273, 
The Canning Trade. 


@ Plants Purchased and Dismantled 
@ Quick Sales of Your Surplus Equipment —Send Us Your 


REBUILT 


MACHINERY 


7 NEW USED 

@ Engineering Service 

@ Complete Plant Layout 

@ Appraisals — Auctions — Liquidations Complete Listings 
41 Contact us at the National Canners Convention at the 
Ritz-Carlton Hotel, January 18-22 

Atlantic City, New Jersey 
SERVING THE FOOD PROCESSING 

WEBSTER, NEW YORK 


OTTO W. CUYLER CORPORATION 


INDUSTRY SINCE 1912 
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SITUATIONS WANTED 


POSITION WANTED—General Manager. Over 20 years 
“shirt-sleeve” experience canning numerous items. Seeking op- 
portunity to buy into moderate sized company with expansion 
intentions or suitable position with large concern. Could be 
available in May, upon expiration of contract. Adv. 5804, The 
Canning Trade. 


PROFESSIONAL SERVICES 


WISCONSIN ALUMNI RESEARCH FOUNDATION—Fla- 
vor Evaluation with trained or consumer panels. Services in 
biochemistry, nutrition, food technology, microbiology, food in- 
spection and analysis, toxicology and insecticide testing. Write 
for price schedule. P. O. Box 2217, Madison 1, Wis. 


LABORATORY SERVICES—Food Analysis, Sensory Panel 
Tests, Vitamin Assays, Stability Studies, Toxicology, Legal Tes- 
timony, Microbiology, Food and Drug Administration Matters. 


MISCELLANEOUS 


COMPLETE BEDDING OUTFITS—For Rent or Sale to house 
extra laborers. Interstate Bedding Co., 1621 W. Carroll Ave., 
Chicago 12, Ill. Tel. CHesapeake 3-4660. 


Will pay cash for carload or less of canned goods any size, 
new, odd lots, rough ups and dents accepted (no swells). Bill 
Mull, P.O. Box 984, Kannapolis, N. C. 


WANTED—Offerings, Production Damaged, Surplus, any bar- 
gain food merchandise. Ken Evans, 1350 Division St., Detroit 7, 
Mich. 


PRINTED SUPPLIES—Let us supply your printing needs; 
Field, Factory and Office Forms; Booklets, Letterheards, Station- 
ery, Sales and Grower Contracts. Offset or letterpress. The 
Canning Trade, Printing Division, 20 S. Gay St., Baltimore 2, 


Harris Laboratories, 816 “P” St., Lincoln 8, Nebr. 


Md. Phone: PLaza 2-2698. 


CALIFORNIA MARKET 
-(Continued from Page 55) 


Service, in its year end report, estimated 
the combined production of main field, 
fruit, nut and vegetable crops at 29,879,- 
000 tons. This is somewhat under the 
1956 level but well above any previous 
year. The heavy crop volume was due 
to a record output of field crops but pro- 
duction of fruits, nuts and vegetables 
was well under last year. Market prices 
were lower on most crops, except vege- 
tables, with the 1957 crop value down 
five percent from 1956. 


DRY BEANS—The California dry 
bean market proved a quiet one during 
the last week of the year, with canners 
and distributors waiting until after the 
year-end inventory before making addi- 
tional large purchases. Canners are tak- 
ing unusual care in making commitments 
as the heavy rains at harvest time dis- 
colored quite a heavy tonnage. Stocks 
of Small White beans, suitable for top 
canning purposes, sold during the week 
at $9.10 to $9.15 per hundred pounds, 
with California reds moving at $8.25. 


ASPARAGUS — Asparagus continues 
to move off steadily, but with the har- 
vesting of the new crop less than two 
months away, canners are making every 
effort to increase interest in this item. 
Few changes in lists have been made in 
recent months, but here and there sales 
are reported at prices somewhat below 
canner lists. This is especially true on 
All Green, which is not a heavy export 
item. Some purchases of Fancy All Green 
in the No. 303 size have been reported 
at $3.15 a dozen for Mammoth-Large, or 
the same price quite generally quoted for 
Large and Large Medium. 


CORN, PEAS AND LIMAS—An im- 
proved business on corn and peas has 
been reported for late November and 
December through the medium of special 
deals. Lima beans have also moved quite 
well, with much of this credited to a 
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shortage in the Eastern territory, mak- 
ing possible shipments from the Pacific 
Coast. Some canners are announcing that 
the special allowances on extra stand- 
ard peas in effect in December will be 
carried over into January. 


CARROTS—The canning of carrots in 
the Pacific Northwest kept up right to 
the end of the year. The heavy rains 
there caused some splitting, but most of 
the crop was harvested. In California, 
the fresh markets took care of a substan- 
tial part of the crop, with no figures 
available as yet as to the size of the 
canned pack. 


FIGS—tThe canned fig pack in Cali- 
fornia amounted to about 750,000 cases 
in 1957 with prices closely approximating 
those of fruit cocktail. Canning is con- 
fined to seven or eight plants, with much 
of the product sold in Pacific Coast 
markets. 


PINEAPPLE JUICE—Pineapple juice 
is moving off steadily as is many of the 
juices of which pinapple is a part. The 
Dole Hawaiian Pineapple Company an- 
nounced price advances late in 1957 on 
its new frozen concentrated Pineapple- 
Orange and Pineapple-Grapefruit juices, 
items recently added to the lines of this 
firm. 


PEACHES—The movement of Elberta 
peaches is quite generally reported to 
be on the slow side, with lists running a 
rather wider range than usual. Sales of 
choice No. 2% halves have been made at 
$2.95, with fancy in this size running 
the range from $3.20 to $3.50. 


CANNERS AND BROKERS—You 
can greatly assist us in keeping our 
“Canned Food Prices” page correct 
if you will put us on your mailing 
list to receive your price quotations 
as issued. THE CANNING TRADE, 
20 S. Gay Street, Baltimore 2, 
Maryland. 


THE CANNING TRADE 


PEARS—California had a heavy crop 
of pears in 1957 but the crop and pack 
in the Pacific Northwest was the small- 
est in ten years. Sales of the California 
product during the final week of the year 
have hinged around $2.40 for fancy No. 
308, $3.70 for fancy No. 2%s and $13.50 
for this grade in No. 10s. 


SALMON—The canning of salmon in 
British Columbia came to an end for the 
season recently, with an output of 1,443,- 
267 cases of 48 1-lb. cans, or well above 
the pack of 1,118,279 cases made in 1956 
and the output of 1,406,000 cases in 1955. 
The pack of sockeye salmon was but 227,- 
102 cases, or the lowest since 1952. 


SARDINES — The California sardine 
pack for 1957 will prove a disappointing 
one, landings have amounted to but 
19,286 tons, up to December 27, against 
30,592 tons a year earlier. The canned 
pack, of course was a highly disappoint- 
ing one, with very little unsold. Prices 
are listed at $9.50-$9.75 per case of 48 
one-pound ovals in tomato sauce, but 
some advertised brands have moved at 
$5.60 for cases of 24 cans. Pacific mack- 
erel is moving quite freely at $5.75-$6.00 
a case of 48 cans on No. 1 talls, with jack 
mackerel priced at $5.25-$5.75. Packs of 
these items are larger than last year. 


DEATHS 


R. P. Knell, 60, vice-president of The 
Scott Viner Company, Columbus, Ohio, 
died suddenly at his home, on the after- 
noon of December 24. Shortly after his 
graduation from Ohio State University 
in 1921, Mr. Knell joined the Chisholm- 
Scott Company and has been with The 
Scott Viner Company since its founding 
in 1926. He had served the company as a 
director for many years, as secretary 
from 1935 until 1950, when he was ap- 
pointed vice-president. He is survived by 
his wife, Mildred, a son, Richard, and 
daughter Susan and Mrs. Norbert 
Kraemer. 
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